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BIG and still growing... 


YOUR MARKET FOR 


Official estimates place Boy Scout and Cub Scout mem- 


bership near the 3'2 million mark . . . almost double that 


of ten years ago. Increased birth rate raises the likelihood 
of even bigger business in boys’ shoes in the coming years. RB oO Y oe e oO U Y 


Make extra sales now in the big Boy Scout field, and cash 


in year after year on this growing market. Ss aed oO e ee 


INTERNATIONAL SHOE COMPANY 


Distributed through 


ROBERTS, JOHNSON, RAND © PETERS © FRIEDMAN-SHELBY © WINTHROP © SUNDIAL 
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FEATS OF FASHION <esult from a smooth co-ordi- 
nation of highly imaginative minds and creative skill... ap- 
plied to fashion’s favorite leather... HUBSCHMAN’S 
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designed by PAL Samuels Shoe Co., 25th and Madison Sts. 


ST, LOUIS 6, MISSOURI 


UBANGI ELITE PATTERN ON THE GRANADA LAST. Illustrating the new trend 
for fall, one of De Liso Debs’ lightweight calf sling pumps with closed shank 
quarter, yet light, open up and airy. 


DE ee : 


TANDRITE CALF—BLACK with copper wire accents, Also available in #3361 
Fruitwood, or any other Hubschman color. 


E. HUBSCHMAN & SONS, INC. «© PHILADELPHIA 23, PA. 
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High Standards of Excellence 


YOU’LL FIND THEM ALL IN 





FOR CHILDREN, MISSES AND SENIOR MISSES 








IN-STOCK NO. 7673 
Real Kip Two Strap with red alligator 
calf saddle. 
IN-STOCK NO. 846 7673-010 elt Atwe 


Atet 


Brown Kip Oxford with Allenite Tip. ered we Ae 


846-8'/, to12 A to EE 
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The high standards that The Gilbert Shoe Co. 
has maintained for 29 years is your guarantee 
for more repeat business with ‘“KALI-STEN-IKS”. 


A capital asset in any store. 


THE GILBERT SHOE CO., + THIENSVILLE, WISCONSIN 
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HAVE YOU STUDIED YOUR BACK-TO-SCHOOL CUSTOMER? 


(FLATS) 


es 5, she 06S {o classes ae % 
but, het dale may be 12 ) 


ob her date may be tall 


(MEDIUM HEELS) 


and s he’s cer fainl ty gone to dances 


(HIGH HEELS) 


Your back-to-school customer does a lot of things ...and 

needs different shoes to do them in. So think of her as the 

many-sided person she is. We do. In our national advertis- 

ing we say, “for every you, for all you do, there is an 
4 American Girl shoe”. So, SELL THE ENTIRE LINE... 
s 


, 
7” stock it, promote it. Sell “every you” of every customer, 


\ 


 AMERICAY Gn RL 


solic lated J .~ —— i p> 
ae A ‘Sere et, Bosto 
tuclay more ome ever _ standard of value 
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ON BUSTER BROWN’S NEW TV SHOW 





Midnight makes music...and 


NDY CALLS 
THE TUNE! 


Andy Devine’s millions of Kids love this big guy. They never miss him or a 
word he tells them. And beginning in August, he'll 
be telling them to go to your store to get their Buster 
tells them about the Buster Brown Brown Shoes. They'll do it too. 

Will you be ready? 


friends will step your way when he 


Shoes you sell 


Buster Brown—the biggest advertiser of any brand of shoes in America 
marks the 13th consecutive yeor of broadcast advertising with the big new TV 
show," Andy's Gang.” 


Brown Shoe Company 


St. Louis ... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride * Naturalizer + Pedwin * Propr-Bilt 
Risqué * Robin Hood + Roblee * Westnort 
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Founded 1882—73 Years Continuous Service to the Shoe Industry 
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New LOW Lines...New SOFT Leathers! Florsheim sie 


i cre 


a 
the finer the calfskin the richer the color 


... that’s why 
Fall’s 
outstanding shade 


FLORSHEIM 


if C hows 


7 


top left: 8.1635, The BELVEDERE,” Laop sip-or 
top right: §.1608, The *LOTOP, two-wyelet plain toe thucher 


center: §.1606, The BELAIB, Norwegian front tassel dip-on 


THE FLORSHEIM SHOE COMPANY + CHICAGO 6+ MAKERS OF Fi? 
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WHY IT PAYS TO BUY 


Ss 
Dont be too cameat % saree nevis cours a“ 
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CROWN NEOLITE SOLES 


Born on television—the 
NEOLITE Showcase idea is now 
also featured in this powerful 


national ma gazine adv ertising ! 


WEOLITE, AM ELASTOMER- RESIN GLEROD YT m THE GOOOTEAR TIRE & RUBBER COMPANY, AKROR, OHO 


CROWN’ NEOLITE SOLES 


The NEOLITE Showcase idea has grown and grown and 
GROWN! From fall through spring it’s the basis of 
NEOLITE commercials on the famous Goodyear TV 
Playhouse — showing millions of television viewers why 


shoes with genuine NEOLITE Soles are a better buy! 


And month after month the whole year ‘round, Show- 
case ads like the ones above appear in leading national 
magazines—telling millions more about the wear, the 
comfort, the style of NEOLITE-soled shoes. 
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IS SHOWING AMERICA 


SHOES WITH NEOLITE SOLES! 






| (;/ UJ maT 


Party Pretty 







with wear 


to epare! 


For that feet in the cloudea feotin« 


CROWN NEOLITE SOLES 


ome ve 


Putting more sell than ever in shoes sige Boys’ Life 
with America’s best-known brand of sole! Beene aoc 


This consistent, coordinated advertising is doing much 

to increase the great prestige of NEOLITE Soles among WN EQ Lite 
consumers. And it is making them better customers 

than ever for shoes with NEOLITE Soles! Ask your SOLES 
Goodyear Representative for all the facts. It will pay 


you well! Or, if you prefer, write to Goodyear, Shoe Made only by GOOD/YEAR 


Products Division, Akron 16, Ohio. 
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Custom Tailoring by J. Press, Inc., New York 


Casual perfectionists prefer calfskin 


Whether a man’s clothes are custom cut or not, it’s accepted 
custom in any circle to wear calfskin shoes during business or 
leisure hours 

For practical smartness and well-groomed comfort, more and 
more well shod men in every walk of life are demanding “‘youth- 
supple” calfskin. Men take pride in the quality look quality 
feel — of calfskin. They grow less tired in and of calfskin shoes 
because genuine calfskin tires less than ordinary leathers 
stays smoother to the foot, smoother to the eye. 

Like fine tweeds, fine wines, or the soft subtle patina of fine 
silver — calfskin mellows with age. Like fine friends — calfskin — 
wears well and has no worthy substitute f 

Lawrence's Polo Calf®, Saxon, Tweed and Braemore 
calfskins build better shoes and a better customer follow- 
ing. That's why they will build better profits for you 


~~ 
A.C. LAWRENCE LEATHER CO., Peabody, Mass. 
A DIVISION OF SWIFT @ ComPaNyY (inc.) This Lazy Lacer® single eyelet tassel tie, style #157 
by Nettleton, has the new low silhouette and conti- 


nental feeling more men are looking for is dis- 
tinctively crafted of Lawrence’s A-42 Polo Calf 
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1 Quality — Supergrip gives you a complete line of fully 
proved sole attaching cements. Rigid quality control including ‘‘shelf life’ analysis 
assures superior performance. 


a Price —Supergrip costs you no more. You can keep your 
cement costs down yet you get all the benefits of a top quality cement. 


3 Mileage — Supergrip saves you money by increasing 
‘mileage’. Actual Supergrip case histories show up to 28% more pairs cemented 
per gallon. 


“Know How’’—The proper cement, correct preparation 
and method all can be suggested by a United representative — and all combine 
to produce superior bonds. 


See for yourself how top quality Supergrip Sole 
Attaching Cements can save you both time and 
money. Call your nearest United Branch today and 
ask for a Supergrip trial in your factory. 


Supergrip Sole Attaching Cements are Products of the B. B. Chemical Company UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 




















college custom dictates style — 


+ + + your own good sense 


dictates the CUSH-N-CREPE 
label... 









this advertisement appears in 
the college issue of 


Eaquur 
dated September, out August 9th 


at some colleges the rage 
is for buckskins, at 
others for casuals 

of one type or another 


but the universal 
rage Is for 


SOLES 


America’s Softest Step 


College men are obliged to walk about 


the campus. They've found out that 





nothing makes walking more pleasant 
than super-resilient Cush-N-Crepe Soles. 
They look sharp on the shoes, too. So be 


sure your shoes have the original! cellular 












3 sole and use the Solemark of Quality as 
s > ne tear » 

AVON SOLE COMPANY g peeing Fontun 

AVON, MASSACHUSETTS 

POR ? f f fA SPECIALISTS IN FINE SOLE MATER 


Moker f the ? : 
AVON DU-FLEX, AVONITE DU-FLEX AVONITE S$ 


AiS 














*Cush-N-Crepe Soles are pro- 
tected by U. S. Patents No. 
2,299,213, No. 2,299,593, No. 
2,283,316 and other letters patent. 





Be correct—and 
comfortable, too! 


,..be sure your shoes have this 


Solemark of Quality 


It's America's Softest Step, the origi- 
nal cellular sole* . . . super-resilient, 
extra long wearing, always a hand- 
some style feature of your shoes. 


AVON SOLE CO., AVON, MASS. 


FOR FORTY-FIVE YEARS SPECIALISTS IN FINE SOLE MATERIALS 


not on all shoes...just the best ones 


Here’s an extra reason for featuring 


CuSH-N-CREPE soles 


This advertisement is in the Esquire 
Back-to-College Correct Dress Booklet, 
which will be mailed direct to college 
students in your area. A limited number 


of extra copies are available for you. 


Write to Avon Sole Company 


Remember that Cush-N-Crepe Soles sell 
shoes. Over 20 million pairs sold to date 
he CAUSE 


are conclusive evidence. It's 


these original cellular soles have that 
something extra that puts them in a 
class by themselves. And it means sore 
thing extra profitwise to the man who 


makes them a selling feature of his shoes 


AVON SOLE COMPANY... . AVON, MASSACHUSETTS 


FOR FORTY-FIVE YEARS 


Makers of the famous AVON DU-FLEX, AVONITE and DU-FLEX AVONITE SOLES 


SPEC ALIlemT¢ 


IN FINE. § F MATERIALS 






















AVON DU-FLEX, AVONITE 


DU-FLEX AVONITE SOLES i. 


S010 | 


Abou Eye Gp cating, Qyuialle Bintih on 
MILLER TREES! 


@ resists WATER, Acip, 
PERSPIRATION, OTHER 
AGENTS 


@ resists scrRAtcHiINe — 
TRY IT WITH YOUR 
FINGERNAIL 


* WON'T CHIP — 
EVEN WHEN DROPPED 


We've made it easier for you to ring up “double header”’ sales 
(shoes and trees) with this new eye catching finish. It’s a real 
quality finish with a rich gloss similar to that found on the 
finest hand rubbed furniture. Available on the full line of 
Miller Trees — in your favorite tones, Natural, Cherry Red, 


and Walnut. Write for complete information today. 


0. A. MILLER COMPANY 


BRANCH OF UNITED SHOE MACHINERY CORPORATION 
PLYMOUTH, NEW HAMPSHIRE 











This display panel in full color (Size 24” x 40”) 
will be available to all Walk-Over dealers 
in ample time for Fall selling. 


“Wardrobe — 
Selling” 
ty 


WALK OVER 


promotes more pairs 
ner. customer 
—more profits 

per sale! 


HERE’S HOW “Wardrobe selling” keynotes that sparks your customers’ urge to vary their 
the elaborate new window and store promotion shoe wardrobes to fit their varied lives. It makes 
material that supports Walk-Over’s brilliantly extra Walk-Over shoe sales grow where only 


varied new Fall line. Here is suggestive selling one grew before! 


The Walk-Over man is 


really on the move... Wark Over 


Geo. E. Keith Company + Brockton 63, Mass. 
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It's been said that if you notice the dress a 
beautiful woman is wearing, then the dress isn’t 
doing its proper job of glorifying the woman 
In the same way, the more perfectly a heel is 
matched to the vision of the shoe designer, the 
less you notice the heel as a separate part of the 
shoe. And the better the job is done, the less you 
notice that it was a job 

It takes a lot of work to get a wedge heel 
designed just right. The difference between a 
winning style and an “also ran” is often very 
slight — almost invisible. 

It takes some other things, too. It takes 
know-how — the deep knowledge of shoe styl- 

hé y h ing, and the shoe market, and of wood itself, 
We ve een that come only with years of experience 
It takes teamwork — the ability to feel and 
- e ” to understand how the designer and the manu 
p | a y | nl g with blocks facturer want the shoe to look, and to work with 
them till the shoe is right 

But most of all, it takes pains — the crafts- 
man’s enjoyment of his work, and his concern 
that the finished heel should be as beautiful, and 
as beautifully fitted as human brains and hands 
can make it. To make good heels you have to 


care 


And Wilner cares 


| : ; 
Worlds Largest Manufacturer of Wedge Heels iilner 


WOOD PRODUCTS co. 





NORWAY. MAINE * NORWAY 480 © ST. LOUIS OFFICE - 410 NORTH FOURTH STREET - CHESTNUT 1-0927 
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Big, bold, and beautiful in full 
By OW radiant, real life colors that’s 
the big news in Freeman national 


advertising for this coming season 


FULL COLOR 
NATIONAL ADS 


Find out The whole Freeman program for 


Fall is built around you! Complete 
style coverage in three distinct 
grades under one strong brand 
“In Stock” styles for guaranteed 
“Same Day Shipment’... fresh 
Freeman new colorful window display helps 
and direct mail the best dealer 
Fall ad mats in our history and 


much more! Write us today 


Styles shown are patterns and 
leathers vou can buy with confi 


dence promote tu thh enthusiasm! 








which for you for fall? 





WOnOERFuL FEELING 


FREEMAN'S 





One-color reproduction of the first of 
the big Freeman 4-color half-page ads 





about the new 







Pr ram! 
og FREEMAN SHOE CORPORATION + BELOIT, WISCONSIN 


Serving over 5.000 of America’s finest shoe dealer 


Wondertul Feeling 


FREEMAN’S 
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Year in, year 
out-you get 
the same high 
quality in 
Acme 


~) Cowboy ae 











OUTLOOK 
More and Better Shoe Advertising 


0: the many merchandising and promotional tools 
which the industry utilizes in its attempt to get a fait 
share of the consumer dollar for shoes, none has come 
in for such constant criticism as our advertising effort. 
For years now it has been a prime target for advertising 
specialists who have denounced it for its inadequacies 
and general ineffectiveness. It has been a subject of 
many intensive and costly surveys, most of which have 
come up with the conclusion that the shoe industry has 
yel to demonstrate to the consuming public the true 
worth of a pair of shoes in relation to the other goods 
they buy; that we have failed to sell American men any 
real shoe style or color program and that a large per- 
centage of sales of shoes are made to them on a strictly 
replacement basis. 

These surveys have shown, too, that most consumers 
are relatively unconscious of brand names when they 
purchase shoes and that their selection is dictated by 
“point of sale” impulse, derived from displays or win- 
dews rather than as a result of a clean-cut decision 
made before entering a shoe store. 

We have been told further by these researchers that 
if identifying logotypes and trademarks were eliminated 
from our ads, they all, like “Ike and Mike, would look 
alike.” 

Obviously, much of this criticism is completely un- 
fair, but perhaps we have invited it through our pen- 
chant for public self-analysis and our insistence on 
comparing our merchandising procedures with those of 
other industries. There is, however, one criticism of 
shoe advertising which does stand up. Strangely enough, 
we do not hear it voiced very often. Most criticism has 
been directed against the QUALITY of shoe advertising. 
Actually the QUANTITY would be a more logical and 
realistic target. 

We are prone to think of shoes as a “big time” in- 
dustry, and our sales and advertising as “big time” 
efforts. And, the $614 million we spend in national 
magazine advertising looks “big time” on the surface. 
But in reality is it big enough to keep our estimated 
production of 540 million pairs of shoes, with their 
estimated value of $3 billion at retail, moving in 
competition in our over-all national economy of some 
$360 billion? 


July 15, 1955 


It is estimated that we spend $90 billion for market- 
ing in this all-time high economy and that there is a 
direct cost of advertising of $8°4 billion in that figure. 
When you lay this $8%, billion budget down against 
the shoe industry's $614 million budget for national 
magazine advertising (which is the most substantial 
part of our advertising effort) it is not too difficult to 
understand why consumers should be more conscious 
of automobiles, apparel, liquor, cigarettes and food 
than they are of shoes. 

Consider the advertising budget of the apparel indus- 
try, which is so closely allied with shoes that the De 
partment of Commerce reports shoe figures as part of 
it. Exclusive of shoes, the apparel industry has an 
estimated retail volume of $1014 billion, not quite three 
times as much as shoes. Yet it spends some $32 million 
in national magazine advertising or nearly five times 


as much as we spend for shoes. 


Siisedastevers of consumer goods competing with 
shoes are constantly restyling and redesigning their 
products to make them more efficient and practical and 
more appealing to the consumer's eye. Most of them are 
spending more dollars each year to sell customers on 
the desirability of their products. And yet our national 
advertising budget remains relatively static. We in shoes 
should worry less about the QUALITY of our adver 
tising and should seek ways and means to finance a 
substantially greater advertising effort, one that is pro 
portioned realistically to the size of the market we are 
presently enjoying and to the potential which we one 
day hope to sell. Such planning requires a streamlining 
of our advertising techniques, a careful elimination of 
all waste and a determined effort to make every adver 
tising dollar we spend pay its way. 

There is one vital function which national advertis 
ing cannot perform, and that is to inform the con- 
sumer where a brand can be purchased locally. Here is 
where local advertising plays its part, forging the vital 
link. The question of upon whom the responsibility 
falls for paying for this advertising is a moot one, and 
brings us to the touchy subject of cooperative advertis 
ing and the excessive demands which some retailers are 


[TURN TO PAGE 83, PLEASE | 
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Wellco Shoe Corporation, makers of slippers and play shoes, is one of the 
notable manufacturers of patented footwear who factor with William Iselin 
& Company, Inc. We are proud of our association with these successful 
companies. Iselin factoring has long been a basic tool of successful operation 


in many industries, whether used for financial, credit or consultative services. 


WILLIAM ISELIN & CO., Inc. 


357 Fourth Avenue, New York 10, N. Y. 
Atlanta, Ga. Grand Rapids, Mich. 


FOUNDED IN 1808 


ONE OF A SERIES FEATURING NATIONAL ADVERTISERS WHO ARE ISELIN CLIENTS 
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Only Du Pont Neoprene 
offers this 
balanced combination 
of properties 














for work and safety shoe soles 





THAT’S WHY NEOPRENE SOLES ARE BEING USED BY LEADING SHOE MANUFACTURERS! 


Take a close look at the unusual properties of 
neoprene. Here is a balanced combination of 
advantages —everything a superior work shoe 
sole should have for any job. Shoe designers 
and manufacturers have long recognized the 
value and sales appeal of these rugged, com- 
fortable soles. Soon the 40 millionch pair of 


neoprene soles and heels will be put into 
service! 

Be sure you take advantage of this famous 
name in soles in the shoes you make or sell . . . 
soles of NEOPRENE, Du Pont’s chemical 
rubber. They’ve built their reputation on su- 


perior performance through the years. 





' 

p & : kK. 1. du Pont de Nemours & Co, (Ine.) | 
| Elastomers Division, BS-7A, Wilmington 98, De | 
The rubber made by Du Pont since 1932 | Please send me your booklet which contains information 

{ about neoprene soles descriptions of neoprene’s unusual 
i properties and superior qualities J 
| 
Name. Position 
| Firm — - | 

t 

REG. V. $, PAT.OF | Address. oe | 
BETTER THINGS FOR BETTER LIVING ; City State j 
-++ THROUGH CHEMISTRY see en ee El 
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SPECIALLY DESIGNED FOR 
SUPERVISORY PERSONNEL 


NEO-CREPE 


resistant sole 
with the dress shoe look 


the oil 


ha 

pecially developed for “dre pe” industrial foot 
wear, Its neat, trim appearance conforms to the modern 
concept in ilety hoe tvling yet has all the desirable 
features to assure long wear. Neo-Nuclear is resistant 
to oil heat iid ind caustk waterprool 
and non-marking. Try Neo-Nuclear on uur next pai 
ot ‘dre typ ifet hoe ve a certain you 
will be well pleased with the diffe 


looks, in comfort, and in long vw 


NEAT * TRIM 
LONG WEARING * HIGHLY OIL RESISTANT 
NON-MARKING * FLEXIBLE 


NEO-CORK NEO-SUPREME NEO-COMP NEO-CORD 


@® ‘Sell ‘em the shoe with the Sole for the job" 


Gro-Cord offers the only complete line of industrial 


workshoe soles that enable you to assure workmen of 


greater satisfaction through comfort—safety and longer 


wear, regardless of job conditions. Get acquainted with 


the complete line of Gro-Cord soles and heels, today! 


Caredian Vian 
GRO-CORD RUBBER CO. of CANADA iTD 
Tillsonburg, Ontario 





inspired by / 


TRACE MARK 


TOMORROW'S 
SHOES .. . TODAY! 


A man's modified field boot becomes utterly feminine 
when interpreted in pastel SHAG by the hand of a 
talented designer. Continuing high in popularity, this 
smart textured leather is perfect for leisure-time shoes. 
You'll want SHAG in your line not only for the ladies, 
but for men and children, too. 


Also available in standard colors 


Send for swatches TODAY! 


vis design available to shoe manufacturers 


snd for your FREE sketch + Jay! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 


“Fashion Right’ Leathers from our Tannery, Penacook, New Hampshire 


ST, LOUIS, MO CINCINNATI, OHIO NEW YORK AND PENN MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co John A. Spille Cx Homer Bear Jack G. Mendelsohn Leibman & Cumming 
LOS ANGELES, CALIF MILWAUKEE, WIS ROCHESTER, N. Y MONTREAL, CANADA Se 
Russ White Co Harold |. Stewart John E. Graham & Sons Chouinard Calif 


Francisco 


Representatives in Ali the World's Leading Lecther Markets 
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oday, shoes must have lasting style, beauty and 
comfort from the bottoms up—with soles and heels 
getting as much attention from stylists and manufac 
turers as the uppers. 

Famous Rajah soles are designed to meet this mod 
ern concept of sole style and function, with the men’s 
casual shoes illustrated an excellent example. The 
Rajah sport composition soles and heels in brown on 


these shoes are an important part of the smart styling 





long wearing good looks 


. from the bottoms up 
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These soles- 


white and coral 


which are also available in red, blach 
are completely stitchable and can be 
attached by conventional shoe making methods, assur 
ing lasting shape 
Firm, yet springy enough for outstanding comfort 
they are long wearing and offer an exceptional 
value 
Why not see the fresh appeal that can be added to 


shoes in your line with Rajah soles Write us today! 


SOLES 





Kajah 


ALFRED HALE RUBBER COMPAN 
Division of GroCord Rubber Co 
LIMA, OHIO 


oi LEATHER! 


Because children play hard, leather is the perfect playmate. 
For leather breathes—helps keep active feet drier—protects them—helps 
them grow straight and true. Like the Pro-tek-tiv shoes illustrated here 
known ‘‘for good fitting as the foot develops.”” They're manufactured 
by Curtis-Stephens-Embry Co., Inc., of Reading, Pennsylvania 
and made with Rueping’s fine leathers. When styling 


new footwear for children...look to leather...look to Rueping! 


Pro-tek: tiv’ 


Reading, Pennsylvania. 
Styles 5988 (left) and 5927 (right) 


LEATHER: Rueping's Kin Kin Color No. 154 
and Tomahawk Color No. 97 


fine ladle for fine hbodp 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





Headlines and Footnotes 


Important Trade News and Trends of the Fortnight 
As Reported by RECORDER Correspondents 





Cost Pressure Points to 1956 Price Rise 


Absorption by Manufacturer of Increased Costs Like Higher Social 


Security Taxes and Expected Increase in Minimum Hourly Wage 
Can. Not Continue Indefinitely, Edgar Rand Tells Retail Shoe Group. 


A GRADUAL but constant pressure on costs of all 
kinds indicates that shoe manufacturers will find it 
difficult to avoid some price increases for 1956. So 
predicted Edgar E. Rand, president of International 
Shoe Company, in the opening address of a three-day 
merchandising clinic for 400 International dealers 
reported in the July 1 Recorper. 

Pointing out that while the present administration 
has reduced the Federal budget it has not made any 
serious effort to check other inflationary factors, Mr. 
Rand said “this type of tinkering with our economy 
may be dangerous but is probably based on the theory 
that as long as we can keep our production system in 
high gear, and as long as goods and services are avail- 
able in ample quantities, the resulting effect will be 
minor.” 

To illustrate how the shoe industry is feeling the 
pressure of rising costs, Mr. Rand said his company 
has absorbed during 1954-55 increased costs from 
higher social security taxes and additional benefits 
granted to employees amounting to two million dollars 
annually, “Currently,” he continued, “we are facing 
a higher minimum wage of a dollar an hour. This 
higher minimum can also bring about a general adjust- 
ment in rates above the minimum. The results of the 
Ford Company negotiations with the U.A.W. and the 
problem of GAW will certainly give strong impetus 
to other labor groups for similar gains. 

“For us as shoe manufacturers the same pressure 
we experience is being felt by producers of the mate- 
rials which become a part of the finished shoe. Tan- 
ners of hides cannot sell their leather at the same prices 
in relation to raw materials as they were getting in 
1953-54. With prices of our principle raw materials-— 
hides, skins and rubber—low by any historical com- 
parison, it is reasonable to expect any change is likely 
to be upward,” 


While feeling that shoe retailers are entitled to know 
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RECORDER’S New England Section 
Gets Wider Dstribution 


Reprints of the special section of Boot anp SHOE 
Recorper devoted to “New England Today and To- 
morrow,” which was published in the June 15th 
issue of this publication, have been mailed by New 
England Shoe and Leather Association to an ex- 
tensive list of organizations and publications. 

The mailing list included shoe associations, trade 
and business publications and editors of all New 
England newspapers. Copies have also been mailed 
to over 1,000 libraries in major cities of the United 
States, as well as to business college libraries for 
permanent filing. NESLA members, also leading 
chain store operators and producers outside of New 
England have received copies. 

Many favorable comments on the section and its 
value as a source of the latest information regarding 
New England’s shoe, leather and allied industries 
have been received by the association and by Boor 
AND SHOE Recorper. Reprints are still available 
from the publisher at 25 cents per copy and orders 
should be addressed to Boor anp SHoe Recorper, 
100 East 42nd Street, New York 17, N. Y. 





that price increases are possible, Mr. Rand cautioned 
International customers against buying what they don’t 
need, “It is our strong opinion,” he explained, “that 
there is no justification for building up inventory to 
beat price increases. It is dangerous because of the 
style situation. It is more important to buy the right 
styles at the right time and to bring them to the atten- 
ion of the public from the angle of their eye appeal 
than it is to promote obsolescent merchandise at cut 
rates.” 

Another significant fact pointed up by the Inter- 
national executive is that sales of the general mer- 
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chandise group are currently keeping pace with total 
retail sales. “For the past several years this has not 
been true,” he declared. “General merchandise sales 
have lagged behind. Shoe stores are now performing 
better than either the general merchandise group or the 
apparel group. They are 10 per cent ahead of last 
year in total sales, while general merchandise is ahead 
seven per cent, other apparel sales five per cent. If this 
trend should continue, it would reverse the old pattern 
and place general merchandise and shoe stores in a 
more favorable position.” 


” a * - w 


Langston Sees Possible Dip; 
Long Term Future Looks Good 


W ive in St. Louis recently on association business, 
L, E. Langston, executive vice-president of the National 
Shoe Retailers Association, was asked the inevitable 
question: “What about the business outlook?” 

To this, Mr. Langston had _ several 
answers. Explaining that he is “not an economist or 
a tea-leaf reader,” the NSRA executive said he does 
not share the “unmitigated optimism,” that is being 
He was 


interesting 


echoed in most commentaries on business. 
referring to the immediate future. In his opinion there 
are soft spots in the business picture which are danger- 
ous and could spread, “Production and sale of auto- 
mobiles,” he said, “is one of those spots. | believe 
Detroit has been borrowing generously from the future, 
Home building is another area in which we could see a 
large drop. The mounting accumulation of consumer 
credit also disturbs me because I do not believe it can 
go on definitely. If my apprehensions are correct, we 
could see the beginnings of a dip in general business 
late in 1955 or in the first half of 1956.” 

“If such a dip occurs,” Mr, Langston continued, “it 
is not likely to be extreme and will be countered by 
government measurers, Basic purchasing power will 
be maintained so that the standard of living will not 
be impaired. In a nutshell, it means that the oppor- 
tunity for aggressive merchandising in shoes will re- 
main even though Detroit or Pittsburgh are burdened 
by idle capacity.” 

Taking the long view, Mr. Langston expressed un- 
qualified optimism. “We have only begun the greatest 
revolution of modern times. Everything that has hap- 
pened in the last 150 years in the development of mod- 
ern techniques and the improvement of man’s lot is 
child’s play compared to what is happening or what 
will happen in the next five to 10 years. Far from 
being a mature economy, we are literally stumbling 
into a new dimension of economic pioneering. Conse- 
quences now being felt include both higher per capita 
consumption, a diversification of demand as well as 
the progressive enlargement of the quality and even 
luxury markets,” 

For the shoe business this means a growth factor 
based on a broader scope than we appreciate, the NSRA 
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executive said. “In population terms alone, we must 
move inevitably to 600 and 650 millions of pairs an- 
nually within a decade. For the first time, the men’s 
shoe business is evidencing a transformation which is 
not too different than the change which hit women’s 
shoes 30-odd years ago. Any yardstick we could apply 
today to the potential of consumer demand for foot- 
wear would unquestionably underestimate the future.” 

To take advantage of the future, it is imperative for 
the shoe industry to train men and women in the selling 
skills needed in the years to come, he emphasized. “The 
extent to which we may be able to exploit all these 
possibilities in the years ahead,” he concluded, “may 
well depend on the investment we make today in 


trained manpower.” 
n ” * oe * 


Coast Newspapers Approve 
Continental Styles for Men 


M EN’S shoes are receiving special promotion em- 
phasis, both fashion and construction-wise, in Los 
Angeles newspapers this Summer. 

In considering the overall style picture, it was noted 
by one newspaper writer that “the low, sweeping lines 
have brought a fresh look to men’s footwear. The con- 
tinental influence in shoe styling is strong this Summer. 
It combines simpler, smarter lines with flexible con- 
struction. This season, shoes are as easy on the eye as 
they are on the foot. By making comfort a part of 
style, designers have eliminated excess weight, have 
used softer tannages and more flexible soles.” 

Praise was heaped on the footwear industry when a 
columnist stated: “Never before has the footwear indus- 
try done such a job of co-ordination with men’s cloth. 
ing. Not only have leather colors been developed to 
harmonize with suitings, such as the new charcoal black 
and charcoal brown, llamas or crushed calfs, but plugs 
in two-tone shoes are closely matched, colorwise and 
even fabricwise. The supple llamas and crushed calfs 
not only offer more comfort, but they also have a mas- 
culine appeal which is endangering popularity of heavier 
pebble Scotch grains.” 

The papers felt that such finishes as loomed leathers 
will appeal to men with particular style consciousness 
and with a budget allowing for a more extensive shoe 
wardrobe. 

“Slip-ons of all types continue their popularity. 
Tassled types are now available in most shops and 
newer interpretations, some completely devoid of decora- 
tions, are being shown by stores that feature advanced 
styling.” 

The gaining momentum of the Continental influence 
was acknowledged by all. In fact, it was felt that no 
branch of the men’s wear trade has been so affected by 
the European countries—particularly Italy and Spain. 
The first indication of this trend, it was stated, was the 
introduction of the new low cut shoes less than a year 


ago. 
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“Now, the footwear industry takes the next step and 
interprets this influence in line, detailing, lasting, 
leather. Some of these stylings are already available in 
quality shoe stores, and others will soon follow in the 
volume price levels,” 

In advising the prospective purchaser of these new 
stylings, the columnists stated that “Italian footwear 
and footwear from other countries on the Continent 
which have taken to this fresh look have a very new 
appearance. The general effect is lighter and trimmer 
looking. Detailing and patterning are all contrived to 
give the foot a lighter, trimmer and smaller appearance. 
lt is well to bear this in mind when selecting a new pair 
of shoes. Not only does this ‘silhouette’ coordinate 
better with 1955 clothing, but heavier looking (and 
feeling) shoes will too soon have an outdated appear- 


” 
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Shoe Salesmen Move 
For Tax-Free Pensions 


TRAVELING salesmen from the shoe, apparel and 
furniture industries testified in favor of bills permitting 
self-employed people to save tax-free for their own 
pensions, at a hearing on H.R. 9 and 10 conducted by 
the House Ways and Means Committee, held in Wash- 
ington on June 28. The bills referred to would allow 
them to invest up to ten per cent of their income, or 
$7,500, in a restricted retirement fund, and to exclude 
the amount saved when computing taxable net income 
for federal income tax purposes. 

Some production workers, as well as certain execu- 
tives and office employees have pensions, James L. 
Greenbaum, president of the National Association of 
Women’s and Children’s Apparel Salesmen, argued 
before the committee. “Yet salesmen travel thousands 
of miles at their own expense to get the business which 
supports the others. This situation deserves correction, 
both in simple justice to the salesmen and for the good 
of the industry and the economy. 

“Salesmen are in short supply, because younger men 
today prefer the assured return and guaranteed secur- 
ity which some other jobs can give them. Company 
pension plans are one of the attractions which out- 
weigh the compensations of selling. The incentive to 
be self-employed is not as strong as it used to be, 
largely due to such benefits.” 

Another who presented a statement was Alfred J. 
Feinberg, executive vice president, National Associa- 
tion of Men’s Apparel Clubs, who urged the Committee 
to “rebalance the equation” as between the employed 
and self-employed in regard to pensions, 

“Ideally,” Mr. Feinberg stated, “the manufacturers 
and wholesalers who employ our members should admit 
salesmen to the same privileges which some of their 
After all, 
hitting the roads and pounding the pavements in search 


We 


other employees enjoy. without salesmen 
of orders, the wheels of industry wouid stop. 
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receive much oral recognition to that respect, but when 
fringe benefits come around, we tend to be forgotten.” 
E. J. 


(ssociation, pointed out that salesmen in the shoe field 


Trench, president, National Shoe Travelers’ 


have suffered many vicissitudes, and need this help 
“During World War II,” he 


declared, “shoes were rationed. 


from the government. 
Travel was restricted, 
and the salesmen’s desire to save transportation by 
conducting trade shows was thwarted by the conven- 
tion ban. After the war ended, inflation took its toll. 
The salesmen could travel again, but the costs of travel 
had multiplied—although the rate of commission re- 
mained the same. This squeeze still continues, making 
it difficult or impossible for our members to save.” 
“One facet of the salesmen’s problem which should 
be brought to your attention is the substantial propor- 
tion of men who are nearing retirement age. Section 
121 (c) provides for acceleration of savings equal to 
one per cent of the taxpayer’s earned net income, up to 
$750, for each year that his age exceeds 55. For sales- 
ment nearing 60 and 65, the advantages are incal- 
culable,” 
Commission salesmen pay for their own expenses of 
Don E. 


Mowry, executive secretary, National Association Fur- 


travel and buyer-entertainment, reminded 


niture Salesmen, “It is difficult for them” he said, 


“to save significant amounts, in view of today’s high 


costs and taxes. Salesmen prize their independence 


and are willing to risk their capital and comfort to 


continue in their way of living. But they do so despite 


increasing discouragements, and one of these is the difli- 
culty of providing for their own declining years.” 
Marshall J. Mantler, managing director of the Bureau 
ot Salesmen’s National Associations, appeared on be 
half of the four groups whose representatives’ state- 
ments are quoted above. He told how the number of 
company pension plans increased from 15,830 in 1953 
to 17,280 by the end of 1954. “At the beginning of 
1955,” he 4,000,000 employees were 
covered by such plans. But only a handful of salesmen 


said, “almost 


have been allowed to share in these benefits.” 
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Smart Shoe Promotions 
Summer Fashions in Minneapolis 

“Pretty as a Picture” read an advertisement of C. M. 
Stendal, Minneapolis, Minn., promoting summer shoes. 
“Delicate summer shoes in white nylon lace, white or 
pink calf.” Cuts accompanied descriptions. 

Powers, Minneapolis, promoted summer “Stripper 
Sandals” in pastels as “Light, femininely delicate, 
undeniably pretty . . . the shoe that should be in every 
woman's summer wardrobe. 
“Summer Whites” were promoted by Donaldson’s, 


Minneapolis. “Beautifully bared sandals to 
Follow-the-Sun. 
foot, you're high in style with whites. And there's 


COMFORTABLE 


heels or 


summer 
Where fashion is measured by the 
slim high 


foot-contoured fit with 


‘illusion’ French heels,”’ 





Shoes for Nurses and Housewives 

The favorite shoe for the nurse, the doctor’s and 
dentist's office assistant, and for kindred professional 
women, scored a selling success at Neil-White & Com- 
pany at 1354 Fulton Street in Fresno, Calif., during the 
second half of June, when the Alert, “for feather-light 
walking,” by Joyce of Pasadena, was featured in ad- 
vertising. Meanwhile The Clinic shoe is a Summer pro- 
motion item at Claude Hayden’s Salon Shoes. 

The Alert, a continuing seller in Fresno, is presented 
in three column ads, six inches deep in the Fresno Bee, 
by Neil-White, and is proposed in copy as a “steady 
favorite of nurses, schoolgirls and housewives,” in soft 
elk leather in red, navy, or white, with crepe sole. 


Trend to Lighter Weights 
In Men’s Shoes and Clothing 


Men’s styles are on the move, and according to the 
Leather Color Guide for Spring and Summer 1956, just 
issued by the Color Bureau of the Tanner’s Council, 
greater changes have occurred in men’s apparel in the 
last 18 months than in the previous 50 years. 

“Greatest change of all,” says the Leather Color Guide 
for Men’s and Boys’ Footwear, “is the emphasis on 
lighter weights in all categories, from headgear to foot- 
wear. Every single item for men is lighter in weight in 
civilian life, in the armed forces, in active sports equip- 
ment, in all types of work clothes and in every acces- 
sory. Fourteen ounce worsted was once a standard suit 
weight. Now nine ounce worsted is the suiting sold for 
year round wear. This nine ounce worsted used to be 
called a ‘tropical worsted.’ Feather weight fabrics in 
wools and synthetics are volume.” 

Referring to men’s suits, the Guide notes that 
“Shoulders have been shaved off two inches, lapels have 
been narrowed from four and one-half inches to three 
inches. Trousers are one and one-half inches tighter at 
the knee and proportionately narrowed at the ankle. 
Coats taper straight from the shoulder to the hem with 
very little curve at the waist, with vents in jacket tails 
and flap pockets. Side vents are standard on active 
sports items. Shirt collars and neckties are narrower 
and the collar is lower. 


Three Basic Suit Colors 


“The three basic colors still stand firm in new and 
appealing versions . . . blue, gray and brown are peren- 
nial volume in men’s suits and slacks, and will be in 
light tones for Spring and Summer. The dark charcoal 
tones are on the decline and the dark silk suit will be 
the only good Summer version. 

“Chamois will be a new and fresh color tone in suit- 
ings and slacks, and the new green will be good. Black 
green was never a success, but out of this pioneer- 
ing has come the neutral khaki green that is increasing 
in demand. Khaki will be volume and the light beige 
tones will be good.” 


Business and town wear will be quiet and light in 
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color, the Guide predicts, but leisure wear will be like 
“Jacob’s coat of many colors.” Here the basic blues, 
grays, and browns will be light and clear, or strong and 
bright. They will not be middle tones. Khaki and 
chamois and yellow and gold will shine; hot orange and 
scarlet and pink will riot; Mint will continue; Kelly 
green and olive will spike plaids and patterns. Color 
packed plaids and monotone checks will be excellent in 
cottons and in gossamer synthetics. 

“Footwear is responding to the powerful impact of all 
these influences, and it is of the utmost importance that 
designers and manufacturers keep abreast of every one 
of these influences if they are to maintain style leader- 
ship in the fashion industry. 

“Men want lighter weight and softer shoes. They want 
colorful leisure shoes. They want flexible, soft leathers, 
they want feather weight travel shoes that will collapse 
flat and soft. They want free feet in shoes that breathe 
and move like a strong, safe outer skin.” 


“Early Birds’? Breakfast Meeting 
Planned by NSMA for August 9 


Forecasts of things to come will mark the semi- 
annual membership breakfast of the National Shoe 
Manufacturers Association, to be held Tuesday, August 
9, at 8:15 a.m. in the Sert Room at the Waldorf 
Astoria, New York. This will be the opening day of 
the Leather Show, which will also be held at the 
Waldorf. 

How much more boom? How high shoe production ? 
Are too many shoes being made? What's ahead in 
men’s, women’s and children’s shoes? What is the 
outlook in hides, skins and leathers? All these and 
other questions will be answered by the panel at the 
“Early Birds” breakfast. 

S. L. Slosberg, president of National Shoe Manu- 
facturers Association, will be the moderator for this 
meeting and the panel discussions will include the 
following: 

“How is Shoe Production Headed?” Merrill A. 
Watson, NSMA executive vice-president; “The Outlook 
for Men’s Shoes,” John E. Dickinson, vice-president, 
Albert H. Weinbrenner Co.; “The Outlook for Women’s 
Footwear,” Miss Jerry Stutz, vice-president, I. Miller 
& Sons, Inc.; “The Outlook for Children’s Shoes,” 
William W. Kiss, Pied Piper Shoe Co.; “What’s Ahead 
in Hides, Skins and Leathers?” William Sheskey, 
NSMA Economist. 

Brief talks will be made by each panel member. 
These will be followed by questions, a real probing for 
facts in future developments in the shoe and leather 
business. Adjournment promptly at 10:00 a.m. 

The NSMA breakfast meetings, held semi-annually 
for some years back, have become an interesting and 
important feature of Leather Show Week. Because of 
existing conditions and the importance of subjects to 
be discussed, the meeting on August 9 promises to be 
especially significant. 
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THERE’S NO SECRET 
TO SUCCESS WHEN 

















YOU CAN BUY... 


Shoes to sell at $5.95 that are all GOODYEAR WELT ... that 
feature full leather innersoles ... finest composition oak outer- 
soles... that are fashioned on proven lasts for unbeatable fit. . . 
that are double-checked for workmanship ...and that offer more 
than 40 styles — each one looking and FITTING like a dream. 














YOU CAN SELL... 


Shoes made like the above at a 50% MARK-UP, like most of our 
retailers! Sell’em at a dollar more retail (in other words, at $6.95 
and $7.95), and yow’re selling the best Boys’ Buy in America! 
Compare $5.95 ROYAL CADETS (sizes 2% to 6) with other 
brands retailing at $6.95 to $8.95 ... And compare $6.95 ROYAL 
CADETS (sizes 6\% to 11) with shoes selling at $7.95 to $11.95. 


SHOE 
THERE'S NO BUSINESS LIKE SHOW BUSINESS 






WHEN YOU SELL 


BI Tegel Gorket- 


OVER 40 STYLES + ALL GOODYEAR WELTS «+ ALL IN-STOCK 

















Royal Cadet Division of 
CHRIS LAGANAS SHOE CO. Lowell, Massachusetts 
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Something wonderful has happened to — 


ARENA and UNEEKA 


by Lawrence 


It’s a leather “first” — and Lawrence 
has it. 


It took two solid years of painstaking 

research to develop the right method of 

tanning leather with silicones to make it “Watershed” 

and now it comes to you in Watershed KEENA and 

Watershed ungeeka— the Great American Family 

Leathers by Lawrence. 

There’s a wonderful future ahead for “Watershed” 

and you... 80 wonderful you'll want to be in on it 

from the very first. As tanned by the exclusive Lawrence 
process these leathers. . . 


Shed water but breathe * Stay soft and flexible 
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Stay new-looking longer * Resist deterioration 


Offer a new merchandising concept for dress, 
sport and work shoes for all ages. 


PLUS many other advantages and uses there isn’t 
room to tell here. Flex-tested in water thousands of 
times in the Lawrence laboratories, it’s ready now. Send 
for sample and more details. A. C. Lawrence Leather 
Company, A Division of Swift & Company (Inc.), 
Peabody, Massachusetts. 


LAWRENCE LEATHER 
It’s naturally better 
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... Just let us know 


Little 


For Every 
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where to send em! 


The whole handsome Fall line is ready . . styles to please every 
moppet (and mother) that ever walked into a shoe department. 


And these profit-makers are only travel time from your shelves, 
thanks to Little Yankee’s IN-STOCK service that keeps all styles 
ready for shipment, all year ‘round! 


Don’t miss sales .. make a phone call .. send us a wire . . the shoes 
you need will start your way the same day, to help you roll up new 
records for profits! 


Yankee Shoes 


Growing Foot in the Family 


The Yankee Shoemakers, Newmarket, New Hampshire 
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B.F.Goodrich 


Extrasoft rubber heel 


Feels twice as soft as ordinary rubber heels 


HE B. F. Goodrich EXTRASOFT heel is an entirely 

new kind of heel. It is made of a special rubber. It feels 
twice as soft as ordinary rubber heels—gives far more com- 
fort. Your customers feel it, like ic—immediately! 

Another new feature is the EXTRASOFT heel’s light 
weight—it weighs so little it actually floats in water. This too 
means easier walking, more comfort for your customers, 
The EXTRASOFT heel is made for men's, women's and 
children’s shoes in black and tan. It has the famous 
B. F. Goodrich wood core for easy attachment. Special 
waterproofing material protects the wood core from mois- 


32 


ture, will not rot if water ever seeps between heel and shoe. 

The photograph shown above was taken of size 9-10 
men’s half heels. Note the trim appearance of the water- 
proofed wood core and the clean-cut rand. All of these 
things help you do a better job—give you a better product 
to give your Customers better service. 


NATIONALLY ADVERTISED SHOE PRODUCTS 


B. F. Goodrich 


INDUSTRIAL PRODUCTS DIVISION 
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Gat Aboard the Volume Line! 


The one and only American Juniors .. . 


line with the fast turnover. 


But, remember this important fact, Mr. Shoe 
Retailer! Even though American Juniors is 
THE VOLUME LINE, there is no quality com 
CLOVER . , promise when it comes to styling, craftsman 
ov ship, completeness of size and style range for 
youngsters from tots through sub-teens. . . and 
fast in-stock service. 


You get better quality on every count with 
American Juniors . . . the highly specialized 
VOLUME LINE! No matter what other lines 
you carry, you NEED our Volume Line .. . 
American Juniors. 


MAYFAIR 


Send for our catalog today 
Write us for franchise for your city 


suggested retail for most styles 


$4.95 $695 


Mn lcm 


Sunor’s 


¢ OU Bo 8 s SHOE 
ONE ISLAND STREET, LAWRENCE, MASS 
Division: Consolidated National Shoe Corp 
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BANDIT 
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fashions the favorites... such as these 
best sellers from the popular} oh ‘ 
Wa ottiele line 


SWEATER owe ’ i 
Ihe belief that a woman’s shoes 


should be both fashionable and 
comfortable has built a great 
success for Dunn & MeCarthy. 
Because quality leather is of par- 


amount importance to both style 
and comfort, Enna Jettick shoes 


> ‘ _ are made of Evans Leathers. 
iccsiiis > 


QLiality x SHOWCASE 
Leathcis 


It will pay you to style your line in suede, 
smooth and grain leathers of uniformly 
high quality from the House of Fashion 
Leathers. 


JOHN BR. EVANS & COMPANY 


Camden, New Jersey « Est. 1857 
¥ 
Te Houle tedhim Leather 
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Don’t be sorry in September... 
get set with FABRIcushon shoes, now! 


order 
FABRicushoned 
shoes 

from America’s 
top brands 


Accent 

Air Step 
American Girl 
Citation 
College Hill 
Conformal 
Dickerson 

Dr. Locke 
Dress ups by Alexis 
Enna Jettick 
Fashion - Bilt 
Fashion Craft 
Fiancées 
Foot Saver 
Grace Walker 
Heel Gripper 
|. Miller 


The September 17* issue of LAXOxeM 8 
will carry a full-scale promotion on 
FABRIcushoned shoes 

for men, women and children... 
high-style, daytime, casual 

and sports styles 

And 

it will list the names of 

leading shoe brands featuring 


or son FABRIcushon comfort and style. 


Miracle-Tread 
Natural Bridge 
Naturalizer 
Natural Poise 
Nite-Aires 
Prometts 
Queen Quality 
Red Cross 
Rhythm Step 
Risque 

Selby Arch Preserver 
Sty! -Eez 
Sundial 
Sweetheart by Pennant 
Town & Country 
Trim Tred 
Troylings 
Valentine 
Velvet step 
Vitality 
Walkmaster 
Westport 
Winthrop 


Be sure you're covered... 

order your FABRIcushoned shoes, now! 
Because FABRIcushon Is selling shoes 
...Make sure it sells for you! 


ANOREWS: ALDERTER oven vert? 1055 HOME AVE., AKRON, OHIO 


Representatives in Cin ati, Chic Detroit, Haverhill, Los Angeles, Nashville, 
New a St. Lou nog affiliates nn 0, Canada; London, England. 


*Trade Mork A-A. Co. 
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V V atch the light shine in a little girl's eyes 


when she sees this shoe .. . or ask any mother! 


There's an ‘Alice in Wonderland’’ touch about this 
Little Misses shoe chac will warm the heart of 

any young lady. A picture can't do justice to the 
fresh strawberry ice cream soda tint of the leather 
But perhaps the ornamental stitching at the top line, 
ending in a tassel-like effect, will convey some of 


the festive “party” feeling of this little shoe. 


And the last? It's a pump type with 

5/8 heel. Like all high style United lasts, 
it is extremely versatile —- your own 
stylist can work wonders with it. 


Available in Slide-O-Matic ? Naturally 
UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
Division of United Shoe Machinery Corporation 
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if you had 
1000 buyers‘ working for you, 


they'd all tell you: 


“They're the finest fitting, finest quality 
hand sewn moccasin in the $6.95 field 
(or anywhere near it)!” 


Just compare these features: Genuine one 
piece made-in-Maine hand sewn construction! 
Soft, supple leather especially tanned for hand sewn shoes! 

Foam cushioned with cookie—Steel Shanks! Double stitched Crown Neolite 
sole! Famous-for-fit Kittymocs last! IN STOCK from AAAA-C, 3-11! $4.10 2% 30 days. 
1500—Red Antique. 1501—Brown Antique. 1502—Panama. 1504—Black Smooth. 

AAAA, 7-10; AAA, 6-10; AA, 5-11; A, 5-10; B, 3-11; C,4-10. Sizes: 1014-11 

$4.60. Try 12 pair—you'll re-order 120! Want something new in hand 
sewns? Our two new Italian-look loafers add just the right fashion 
touch for extra volume. In-Stock. $4.10. Nationally advertised 
at $6.95—$7.95. Write for details. 








*That's the number of stores that 
bought this shoe in the last 18 months. 


Manufactured by LUMBARD WATSON CoO., Auburn, Maine 
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COMFORTABLE 
margin! 
Lighten them! Brighten them! 


. with these pillow-soft new soles by CAT'S PAW 










FEATH ERWATE SOLES ... for both casual 


indoor and outdoor shoes... offer the customer an irresistible 
combination of lightness, brightness and comfort. Nothing ever 
felt s0 good ...or looked so good ... before! And what a styling 
opportunity for you... with / 4 stunning colors to choose from! 


SOF-TRED SOLES ... for indoor shoes. . . are 


the last word in comfort for boudoir or leisurely loafing. They're 
a cinch to clinch sales for your products... in a rainbow array of 
11 fashion-right colors! And, of course, being Cat's Paw’s... 
they’re as good as they look! Write, wire or phone for samples! 











Baltimore 30, Md. 





Cat's Paw Rubber Co., Inc 





+ me ff 


\ 


CAT'S PAW 4:°4 
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CONTINUING RESEARCH 


The largest concentration of shoe 
machinery know-how in the world 
is combined in United research lab- 
oratories with the latest techniques 
that hundreds of scientifically 
trained men are uncovering in the 
mechanical, electronic, hydraulic, 
and chemical fields. These are the 
elements that establish new hori- 
zons 


NEW MACHINES 


Using a new concept in adhesives 

cement in coil form the GA 
Thermo Cementing and Folding 
Machine Model B, performs two 
functions for greater productive effi- 
ciency. This combination of chemi- 
cal and mechanical development is 
an example of how United reaches 
new horizons. 





PARTS SYSTEM 


The GA Parts System helps more 
than 1100 shoe factories the country 
over to keep every model of United 
machine in production. Over 100,000 
different machine parts are manu- 
factured and stocked for rapid dis- 
tribution through United's Boston 
warehouse and branch offices. This 
system is just one tangible evidence 
of the eee dro of United's 
service to the shoe industry 
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HOLDS THAT INITIATIVE TO THIS DAY! 


The advancement of shoemaking through more efficient machinery, better service and 
improved supplies —— this is the basic aim of United today just as it was 56 years ago 
when the corporation was founded. Better shoes, better shoe values — these 
too are tangible gains for the American public. 

Ever-increasing research efforts and continual improvements in production 
techniques have kept United ahead in the drive for advancement. Over the past 
half century more than 750 different United machines have been made available to 
the shoe and allied industries. The last eight-year period has seen the 
introduction of more than 50 of these new machines. 

In the years to come, United initiative will continue to meet the responsibility of 
leadership. And United’s people can be counted on to carry to greater fulfillment the 
objective originally established by the founders of the corporation. 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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under the tongue insures stay-on comfort, 


and makes possible the smart styling in 


this easy-on-easy-off 
MEN’S AND BOYS’ SLIP-ON CASUAL 
"7 om a ~ : 





MANUFACTURED BY 


Wen Buur 


| 
SHOE COMPANY puts the “can do” into shoe styling .. . 


oa makes extreme styles practical... all 
styles comfortable . . . holds toplines in 
place to maintain smartness and 
that “good-fit” feeling in every 
posture of active feet. 


THOMAS Ah lO€ +: “ 


HUDSON, MASSACHUSETTS 








FOL CARO 
y By lavisuon Member 
H 





CORP. 1955 THOMAS TAYLOR & SONS 
SPECIALISTS SINCE 1864 IN THE ART OF WEAVING HIGH-GRADE ELASTIC SHOE GORING EXCLUSIVELY 
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Parmalees 


cman 














Attract shoppers, protect windows 
and save money, too, with a 
Kawneer all-aluminum canopy 


Read how Mr. Parmalee enjoys these benefits and 

others since he installed a Kawneer all-aluminum can- "If we had bought an awning instead of thi 
f - marquee it would only be another year 

opy on his store. Check these features that make it one and we would have to replace it again." 

of the lowest cost modernization fixtures you can buy: 





"Even more than the appearance, economy, 

e protects shoppers and window displays * easy to clean and practicabilit y, is the fact that when 
it rains or snows, we have quite a dry 

e resists heavy weather + cuts air conditioning costs + cool surface. AS & result many people come in 


¢ lasts for years «+ stops rain and snow « lets light through under this while waiting for cabs, eto., 
+ attractive + no rolling up or down «+ reduces fading which attracts them to our windows." 


Kawnee- oo (Eee 


or write for special canopy folder 


General Offices 
i a MicHtitGaAn 
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IS growing 
right out of its shoes.. 





growing out of its ability to 
accept new dealer accounts 


Dealer enthusiasm for CHILD LIFE shoes has carried the production 





facilities of our new plant to peak capacity. And so that there will 
be enough shoes for fall to fill the orders of those who carry CHILD 
LIFE now, the SOLD OUT sign is on the factory door. No new accounts 
can be accepted for the time being — until expansion plans now in 
the making can be crystallized. 

But the door isn’t closed to retailers looking for a positive future. 
Your name can be at the top of our waiting list — ready to be included 
in the CHILD LIFE protected franchise plan — a plan shared by the 
most successful, most influential dealers in juvenile merchandising . . . 
people of one mind, one motive — PROFITABLE SALES. 

If this idea appeals to you, and there is no CHILD LIFE dealer 





already in your trading area, you are invited to call or write for 


the happy facts. 











[LULA LAL LALA? 


oT 





Herbst ah 10€ Me nufacturing Co., Milwaukee 45, Wis. 
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FLEXIBILITY— FATED TO BE A 
THE ROYAL ROAD 














BETTER 
SERVICE 





















There are many major issues confronting retailing 
on the road ahead and 









J. Gordon Dakins, executive vice-president of the 
National Retail Dry Goods Association indicates 
some helpful road signs when he says: 







“In this age of the hydrogen bomb, people in masses 
are changing their thinking, their working, their 
living, and that means that retailing, which is close to 
people every day, must change its thinking and _ its 
methods of operating as fast or faster than the cus- 
tomers it wishes to serve. If the road ahead is to be 
one of achievement, then we must accept or even 
instigate changes which mean better store operation 
better service and better volume and profit. 














“The word | recommend is “flexibility.” When your 
organization is flexible to a degree that it is always 
ready to make changes which mean improvement 
and progress, then it is also prepared to take advan- 
tage of new and efficient methods that lead to highe: 
volume and the all-important greater profit ratio. 
Flexibility is the royal road to reduced expense, be- 
cause it will offer your people greater challenge, more 
opportunity and new satisfaction. 
















“Things look very promising this year. But, retailers 
must constantly seek to find new ways to induce cus- 
tomers to spend their money on the latest in mer- 
chandise, It’s not only a matter of competing with 
: your neighbor across the street, but you can count 
on severe competition from the savings banks, auto- 
mobile companies, travel agencies and real estate 
agents. The objective of all is the consumer’s dollar.” 











Meet the best line-backer in the business! 





Here is a road for which you are the best cartoe- It's the new black Jumping-Jacks Senior 


rapher. Your experience and knowledge can truly moccasin! Rugby-grained leather just like 
make it the road to success. 







Dad’s and Jumping-Jacks usual high quality 





will make this the star of the fall season. 


Fi oe ae Put this Jumping-Jack in your fall line and 
® uf ete 


watch him rewrite the record books! 





Editor Emeritus VAISEY-BRISTOL SHOE COMPANY, INC. 
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B Washington 


ewsreel 


By GEORGE H. BAKER 


PresipENT EISENHOWER will have new tariff cutting powers as a result of 
passage of the new reciprocal trade bill, but U. S. industry will have a little more 
protection against damage from foreign-made goods than under the previous law. 

As resolved by House and Senate conferees, the new act extends the reciprocal 
trade program for three years and gives the White House power to cut most tariffs 
by five per cent a year. It is the first time in 10 years any new tariff cutting powers 
have been given to the President, and is the longest extension of the trade program 
since 1945, 

But the congressmen, under heavy pressure from some segments of American 
industry and labor, tightened up the measure in an attempt to give domestic industry 
greater protection against damaging foreign competition. 

Changes in the bill as originally requested by the Administration direct the 
President to restrict imports which injure or threaten to injure industries essential 
to national defense, make it easier for domestic industries to secure “escape clause” 
action to cancel tariff concessions, and direct the Tariff Commission to make reports 
in escape clause actions public immediately when they are sent to the White House. 


* * * 


Employment executives can anticipate a big jump in the draft rate next year. In 
the 12-month period beginning July 1, the selective service system probably will 
send “greetings” to about 250,000 men, which is more than twice the number of men 
being drafted in this fiscal year. This sharp rise will have a noticeable effect on the 
number of young men available for employment, and also on the number of “quits” 
and fesignations among apprentices and trainees. 

The Army thinks that draft officials are too pessimistic—that voluntary enlist- 
ments will remain at their present level. If they are right, draft calls will climb but 
not as steeply as the 100 per cent increase foreseen at selective service headquarters. 

(Note; Draft officials say the Army is too strict in its standards for draftees. 
At the present time only six out of every 10 men examined are found to be accept- 
able. This means there are today more than two million men under 26 “unfit” for 
military service. If and when the Army reaches the bottom of the barrel, it will take 
a second look at this group.) 

* ” on 

Merchants supporting a better break for Distributive Education, a federal aid 
program which helps train young people in merchandising, advertising, and related 
fields, have apparently won their fight in Congress. 

Annual appropriation for the four programs lumped under vocational education 
is about $26 million, Until last year, distributive education received only $450,000 
of the total. Last year, the retail industry succeeded in having the amount doubled. 


Lack of blooming health among many of the nation’s smaller companies vexes 
the government's antitrust experts. They're concerned that the anticipated spread of 
guaranteed-wage contracts spells rough going and even collapse for literally hundreds. 


[TURN TO PAGE 80, PLEASE | 
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The challenge of today’s IN-STOCK 
requirements for the retailer is being 

fully met by Edwards. The assurance of 

prompt and efficient service in the handling 
of in-stock orders is backed up by the 


most modern and enlarged facilities for 


servicing this all-important in-stock operation. 


"RHONDA" in Red Smooth Elk 
©2741 ©3741) «© 474| 





Which sister wears originals? 


Original Heydays of course. Interesting how two shoes that look so 
much alike can be so different... true of any imitation. 


The best imitations sell for the same price at retail. They cost a little less too, 
because about 40% as much calf is used, 65% as much sole leather... heels are 
painted on copies and calf covered on originals, etc. Heydays #1 feature is not 
superior materials, but a construction exclusively with Heydays. Much of the 


paste, cement and backing which makes for weight and stiffness is eleminated 


Heydays are made to fit the foot, not so the foot can be shaped to fit the shoe. 
Even the shank glides with the foot. Heydays #1 feature is CONSUMER 
ACCEPTANCE, because of superior materials, workmanship and fit. We urge 
any comparison with any line in any store. Why don’t you try them... there's a 


big stock department and a catalog waiting for your request. 


ORIGINALS 


HEYDAY SHOES, INC. 2032 LOCUST STREET ST. LOUIS, MISSOURI 
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BOOT and SHOE 


Cyr GARCIA, assistant mana- 
ger of Frank Werner’s in the San 
Francisco and Bay Area stores, 
says: 

“The ‘white season’ has extended 
itself longer than usual but that is 
not just a happy accident. We were 


prepared for it and had a sufficiency 





of designs to whet our customers’ 
interest, 

“Weather is always a factor in 
merchandising shoes, and nowhere 
is it more apparent than in San 
Francisco, where we sell casuals 
such as our raffia sandals—right 
through September. 

“Patent leather has been our best 
Summer leather and again we may 
give credit to the weather; but we 
also encouraged the patent popu- 
larity by advertising them right 
into June.” 


at % % 


Rosert M. CAMPBELL, vice- 
president of Rogers Peet, exclusive 
men’s haberdashers of New York, 
indicated (in the New York Times) 


July 15, 1955 


recently that there have been great- 
er changes in men’s fashions during 
the last eighteen months than in 
any of the rest of his forty-seven 
years in the field. He said: 

half, 


model 


“In the past year and a 


shoulders on our business 
have been shaved off two inches, 
lapels have been narrowed down 
from four and one-eighth inches to 


three and one-eighth inches, trou- 


sers are one and one-half inches 
tighter at the knee, coats taper 


straight from shoulder to coat hem, 
little 
and center vents in jacket tails, as 


with very waist indentation 





I 


well as flap pockets, are now a 
‘must.’ 

“There is great emphasis on light 
weight suit material. We once sold 
cold 


fourteen ounce worsteds for 


weather. We now sell nine and 
one-half ounce worsteds in the Win- 
ter line—this weight was formerly 
considered tropical.”’ 

As to color, Rogers Peet’s top de- 


signer, Clyde C, Bordner, says: 


“The three basic colors still stand. 


Recorder 


TALK 
“TRADE 















Blue, gray and brown are eternal, 


but in very light shades for Fall of 
1955. We 


gray peak last Fall. That color is 


reached our charcoal 


on the decline.” 


7 at th 


ERHARD H. BLETTNER, presi 
dent of the 


America, says: 


Tanners Council of 





“We have been on the move as 
an industry with respect to mer- 
chandising, opening up entirely new 
approaches and vistas. Equally im 
portant, we have come a long way 
in research and product develop- 
ment, It has been very aptly said 
that within the past year and a half 
the tanning industry has brought 
out and made available to custom- 
ers and consumers more new de- 
velopments in leather than during 
the preceding twenty-five years. It 
is my opinion that we have only 
scratched the surface of our real 
opportunities in materials and mar 
kets. 


materials but it is and can be as 


Leather is one of the oldest 


new as today, 









“Fortunately there seems to be 
no limit to new effects and new ap- 
peals which can be perfected to 
enhance the basic and inherent 
qualities of our product, And every 
solidifies the 
position of leather. 


such move market 


“We live in a competitive era; 
the potential threat emanating from 
technology and new products is 
always present, It will take every 
effort on the part of our industry 
to maintain our gains and to get 
our share of an expanding econ- 
omy. It will take careful planning 
and building of efficient facilities, 
the proper manpower to staff our 
plants, sufficient capital funds to en- 
able us to keep pace with the 


times,” 





Mike MILLER of Braunstein’s 
Shoe Salon, Wilmington, Del., says: 


“There is definite competition be- 
tween suburban store selling and 
the downtown area but it is dif_i- 
cult to gauge the extent to which 
this will go. In about another year 
we will be better able to judge this 
situation and perhaps find a solu- 
tion. 

“This entire problem has indi- 
that 
awake and persistently on the job. 


cated we have to be wide 
We've got to know how to plan our 
promotions so that people will want 
to spend more time shopping in the 
Even at this 


point, we have learned the profit- 


downtown stores, 
able importance of downtown stores 
pooling their common interests to 
get more people to come to this 
shopping area by featuring special 
types of shopping days. When it 
comes to the point where people 
who live right in town want to shop 
in the suburban areas, something is 
definitely Do they want 
different types of merchandise? Do 
they want to shop in more attractive 


wrong. 


settings? Are they price conscious 
and want better or cheaper mer- 
chandise? These and many more 
questions will have to be faced by 
downtown merchants and correct 
answers found. 

“By offering special sales days 
and different kinds of featured pro- 
motions, we can get the people to 
shop with us; but there must be no 
hit or miss sales promotions. They 
should be based on customer prefer- 
ences.” 


% * we 


H. N. BIWER, president of H. N. 
Biwer Shoes, Inc. (operating Smart- 
wear-Emma Lange, Inc., Women’s 
Shoe Milwaukee, Wisc.,) 


Says: 


Salon, 


“Shoes have to express new in- 
terest and new feeling to tempt 
people to buy when wardrobes are 
not depleted. A retailer has to con- 
stantly use tricks to do this. Heel 
interest is a trick. Women of all 
ages, even high school girls, can 
be made heel-conscious, both as to 


Women defi- 


nitely want more slender types of 


height and shape. 


heels. In walking shoes, there’s 


much interest in soft leather uppers 
with stacked leather heels. For Fall, 
the ready-to-wear picture points to 
terrific 


brown as of importance, 





There will also be greater emphasis 
on closed-up shoes for Before Five 
—trimmed and untrimmed pumps. 
These are only a few of the im- 
portant selling potentials which re- 
tailers can use advantageously to 
Winter 


get the Fall and early 


trade.”’ 
oa * +a 


Sam PEDOTT, men’s shoe buyer 
for O’Connor & Goldberg, Chicago, 
says: 

“The men’s shoe business is still 
in the process of change and we 
are still adjusting ourselves to the 
fact that we have become a style 
and fashion business. As such we 
have to cater to many tastes and 
these tastes change. It is interest- 
ing to note that the tastes of young 
men of today are not the same as 
those of eight or ten years ago. 
We have to feel and test out styles, 
just as is done in the women’s end. 
The fact that deliveries are some- 
times slow makes it difficult for us 
to maintain a style coverage as we 
once did, However, certain strong 
trends do establish themselves. We 
know that the lower cut shoe is 
with us to stay, with variations, of 
course. We know that the lighter 
weight shoe is a definite part of the 
picture.” 


"| think my waders leak" 
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LO-CUT: Sturdier Version 


“ 


ae td 
Sh wt 


Tue cold and inclement weather of the — the pattern retains all the slim, trim lines 


average American fall and winter re- which marked its forebear. Lighter in 
quires sturdier footwear . . . and the appearance and actually lighter in weight 
low silhouette undergoes an autumnal than most accepted winter types, this 
metamorphosis, emerging in this new new version has a particular touch of 
clean-cut attractive version Its rich distinction in its sole edge treatment 
black shrunken grain uppers and soles which features a neat, small beaded 
are heavier in weight than those used Dress welt. Thus, the casual silhouette 
in its spring and summer original but joins the list of year ‘round styles 


For further information write Boor anp Suog Reconver 














INDUSTRY-WIDE 





Tue “NEW IN SHOES” made its debut six seasons 
ago and caused quite a stir in shoe circles. It was ex- 
citing and full of promise. It was a new approach to 
putting shoes across to the consumers of the nation; 
and the press, radio and TV gave it a good deai of 
publicity. Much planning and discussion have gone 
into each seasonal opening since then; now it emerges 
as a complete and integrated event, an opportunity to 
sell more men’s, women’s and children’s shoes if the 
community of manufacturers and retailers will get be- 
hind it. 

A capsule review of the “NEW IN SHOES” to date 
would indicate, in chronological order, that it started 
on March 


1, 1953, under the sponsorship of the 


52 


by 


ESTELLE G. ANDERSON 


Shoe 


National 


Institute, the joint endeavor of the 
National Shoe Retailers Association and the National 


Shoe Manufacturers Association. It was intended as 
an industry-wide opportunity for aggressive promotion 
of shoes from manufacturer to retailer to consumer. 
Manufacturers started to work on their Spring shoes 
months in advance of the seasenal opening. The Na- 
tional Shoe Institute prepared a four-page newspaper 
section, illustrating men’s, women and children’s shoes, 
together with editorial material about shoes, and made 
it available to the press and other publicity media 
throughout the nation. On March 1, 1953, a goodly 
number of retailers across the United States presented 
the “NEW IN SHOES” to their customers through 
planned window and interior promotions, advertise- 
ments of the new styles in their local newspapers, style 
shows, etc., and the response was good, 
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PPORTUNITY 
In“New In Shoes” Progr 


September 11, 1955, Is Date Set for Promotion of Men’s, Women’s and 
Children’s Shoes for Fall. 


That was the beginning. Since then each “NEW IN 
SHOES” seasonal opening has produced satisfactory 
results and the experience gleaned from these subse- 
quent promotions has gone a long way towards improv- 
ing certain phases, making some necessary changes in 
the format and, in general, getting closer to the ulti- 
mate goal—increased per capita consumption of shoes 
by men, women and children. 
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Some of the changes and improvements that resulted 
from continued study and planning in connection with 
the “NEW IN SHOES” have been 
shoe division from the over-all program (as such) and 
“TIME TO 


[TURN TO PAGE 78, PLEASE | 


detaching the men’s 


giving them a theme of their own 
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by JAY B. SNOW 









Many times on sitting down to write a shoe ad, | 
have looked at the amount of space | was going to use, 
scratched my head, and asked myself, “Now what ALL 
can I say in this ad?” Most of us have seen other shoe 
And 


right on making the same mistakes over 


store owners and operators do the same thing. 
then we go 
and over, 

One day | had to meet a deadline to get an ad in the 
next day's issue of the paper | was using. As usual | 
was wondering how | was going to tell the story of 
the shoes I wanted to feature in the ad. 

The store was jumping with customers and | was 
being constantly interrupted. Finally the light dawned 
that the one big thing about the pump | was trying to 
describe was that it was a perfect fitting shoe. 

So, I put the picture of the shoe just a little off 
center of the middle, and above and to the side I let- 
tered two big words, “IT FITS!” The price was under- 
neath in small print. The colors it came in and widths 
and sizes down under the heel were in very small type. 
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The brand name of the shoe in their signature cut went 
up in the left hand corner, and the store name sig cut 
in the opposite right hand corner at the bottom. 

That ad hit the street in Tuesday night’s paper, and 
when | saw it, it looked like an acre of white space 
around the picture of the shoe. The two big words in 
big, black print “IT FITS!” jumped right up out of 
the paper and hit you in the eye. 

The sales on that shoe were so good | broke another 
rule, and ran the same ad, the same week, the following 
Friday, in the same paper. And, it pulled better the 
second time than the first. 

Ad writing shoe men seem obsessed with the idea 
that they are paying good money for all those inches 
of newspaper space in any ad they run, and that the 
only way they can get their money’s worth is to stuff 
the space full of words. 

My “accidental ad” was on a page of other such 
advertisements full of black printed words, but mine 
stuck out like a sore thumb. It had enough white space 
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SHOE ADS 


BETTER 


Concentrate on One Selling Point at a Time, Use a Good II|lustra- 


tion, Make the Copy Short But Let It Tell a Story of Real Interest 
to Folks Who Buy Your Kind of Shoes. And Let the Headline 
Pack a Strong Sales Punch! 


so that my shoe really showed up. 

Advertising men the country over try to preach this 
gospel of white space constantly to store owners for all 
types of merchandise, but these men still do not feel 
that it’s practical, So they all continue on the old- 
of globbering up their ads with 
wasted print and words that all too few people read, 


fashioned theory 


The purpose of an ad, after all, is to convey a mes- 
sage about a shoe. Business men invariably read with 
pride and a pleased grin every word of their own ads 
—but do their customers? (And it is for this reason 
that radio advertising salesmen have a tougher time 
selling their wares than newspaper salesmen. The store 
owner can read every word of his own ad, but he can’t 
always hear every word of his own radio commercials, ) 

The “IT FITS!” ad sold shoes for me, 80 I began 
a series of two-worded ads, The next was “IT WEARS!” 
along with the brand signature in one corner and the 
store name in the opposite. Price in small print and 
widths and sizes again in smaller type as before. 

Another was, “IT’S SMART!” Then the picture of 
the shoe and under that the three words in smaller 
type—To Be Comfortable! 

It worked. 
repeated, and repeated this same idea with the same 


In fact, it worked so well that I have 


astonishing results in sales. 

In fact, in the store where | am employed at the 
moment I have just such a series going on for one of 
the top brand lines of shoes in the $11.95 price bracket. 
This is the first season the store has had the line, and 
there was some hesitancy on the part of the manage- 
ment about putting it in. After all, it was a little above 
the usual price bracket that had been carried in the 
past. 

This is the only form of advertising used, and it is 
doing the job for us. Many times, when a new line is 
being introduced, a lot of money is spent on a big 
fan-fare in one to three opening ads and then because 
a hundred pairs of shoes aren’t sold right off the bat, 
the newspaper and advertising alike are condemned as 
not doing a good job. 

And this is not the case, Hit and miss advertising 
is not good advertising. Consistent advertising is! It 
is much more profitable to keep the name of your shoes 
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and store always in front of your prospects than trying 
to blast all at once. If you can afford such periodic 
blasts along with consistent advertising, that’s fine, But 
the advertising shoe store usually has a battle keeping 
inside of its advertising budget. 

A series of ads like I have described will do the job 
you want done, and the nice part of it is that when the 
bill comes in the first of the month, you won't have 
used up too many of your advertising dollars, 

To tell the truth, nine shoe men out of ten have no 
business writing their own ads. Advertising is a com- 
bination of art, skill and craft demanding a certain 
amount of imagination combined with certain basic 
rules that most hard headed business men just don't 
seem to understand. 

A good job of advertising is the hardest thing an 
average shoe store operator or department head has to 
do for himself. There is more floundering around 
trying to find the winning combination than in any- 
thing they have to contend with, and yet here is a 
simple recipe that will solve your problems and bring 
you business. 

About this 


across factory mats that are also pretty wordy, and 


the time you start to try you will run 
these will make you wonder if the theory put forth on 
these pages is right or not. In my opinion, some factory 
ads are just as bad as those that some individual store 
owners make up. To wit, the first ad we ran on our 
new line of shoes was a factory mat. It had six words 
at the top. Then a too large cut of the shoe, and nine 
descriptive sentences about that one shoe, the price, the 
We ran that factory 


recommended ad and the results were nil. Condemning 


name, and room for store name, 


any one ad on a one time try is not fair, but I have 
run other such ads time and again with the same 
results, 

The next ad [ will use will be on the theme “IT’S 
FLEXIBLE!” In other words instead cf running all the 
features listed about the shoes in one ad, our ads will 
point out one important feature at a time, The cus- 
tomer and prospect who see such a series will have 
those drops of water wearing on their thinking until 
they will accept the fact that your shoes fit and wear 
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Modern art .and latest fash- 
ions in women’s shoes are 
presented by Bonwit Teller 
of New York. Just a feu 
pairs of shoes but they tell 
the story of the closed pump, 
the open toe, the stripping 
sandal very effectively. 


Below: Golf needs proper 
shoes and gear and this win- 
dow at the Hollywood Bou- 
levard Florsheim Shop gives 
the proper setting, brings the 
green, golf balls, clubs and 
spiked shoes together in a 
successful promotion. 


W indow promotions that are properly lighted and attractively displayed 
are the first step in the direction of getting the consumer into your store. 
But the window must have some compelling feature that will stop passersby in their 


tracks, make them look at the shoes on display and impel them inside to your fitting stool. 


Compelling Shoe Windows | 


Light weight and flexible shoes of Briarhide are pro- 

moted by Sommer & Kaufmann with the assurance Weatuer or no, this is the time for all good mer- 
thet “The tougher He te, the move weer You gst.” chants to come to the aid of jaded spirits. Consumers 
are tired of the shoes they have in their closets and 
need the lift and stimulation that can come with a 
new pair of shoes. All that is needed is a bit of per- 
suasion. 

However, there’s a catch to it. In order to make the 
persuasion effective, it must originate at the window 
level. There must be some compelling feature that will 
stop consumers at the window; make them look at 
the shoes and then march them into the store and the 











“The Knotty Problem has 
been solved” at Sommer & 
Kaufmann’s in San Francisco 
and the moccasin types, step- 
in and tassel men’s shoes in 
their window prove it. 


Below: “There's magic in a 
shoe that fits” is the selling 
feature of this window at 
Carson, Pirie, Scott & Co. 
of Chicago. The mannequin, 
the magician and simple 
props all emphasize the 
theme of the display—shoes 
and accessories. 


Catch Consumers... 


fitting stool. It is here that the skill, ingenuity and 
artfulness of the window trimmer and designer come 
into play. He can choose from a wide variety of themes 
and promotions and key them to sports, occasions, 
fashions or imports. 

“Shoe windows should be treated with as much 
thought in theme, proper lighting and attractive dis- 
play as high fashion apparel windows,” is the premise 
of Elmer C. Diehl, Director of Display at Sommer & 
Kaufmann of San Francisco, California, and he follows 


up this dictum with displays that have proved very 





























illustrate on these pages two of his 


For example, the BRIARHIDE pro 


men’s lightweight, flexible, pliable shoes in a 


successful. We 
recent displays. 
motion 
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Shoes for the Young at Heart” is the 
theme of one of the shops on Fifth Avenue, blazoned 
across the facade of the building, attracting all ages 


“Coquettes 

































































There's plenty of glamour and excitement and romance in the shoe business. 
Let's tell newcomers about it and get them off to an enthusiastic start. 


Tere is a romance to selling shoes at the retail 


level or you and | would have gotten out years ago. 
So let’s pass on to the people trying to come into 
retail selling that intangible something the shoe busi- 
ness possesses that has kept us with it these many years. 
There is a glamour, an excitement, a fascination to 
the shoe business; but does anyone take the time to 
present this to the potential new people for the selling 
field? 

Indeed no! In a department store the reason the 
applicant is allowed to fill in a form and have an inter- 
view is usually the result of the following: The shoe 
department is entering a peak season and the buyer is 
riding the section or divisional personnel manager for 
that additional help promised. So the divisional head 
starts heckling the general office and they now decide 
to do something about the situation. 

When the next person enters the office of the employ- 
ment interviewer the conversation probably conveys the 


following general idea to the would-be applicant. 

“Um, well yes, we do have a couple of openings 
just now. But they are in the shoe department and 
that is a real tough job, selling shoes. But if you are 
willing to start there and help us out during this 
peak season we will watch for an opening and give 
you a transfer to a less trying department.” 

That’s strike number one. 

When the new person is brought to the selling floor 
the place is a madhouse. There are too many cus- 
tomers or too few seats. There is much noise and con- 
fusion, a crying baby, a stroller blocking the aisle 
to the shoe run, the salespeople pulling their hair. They 
are trying to fit shoes, answer the phone, answer ques- 
tions, write sales checks, climb over stacks of stock 
and get around the stroller to hush the unhappy baby. 

The training 


locate the buyer, the assistant buyer, or the section 


department representative tries to 


And when one of the three is located he takes 


manager, 
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Shoe Selling? 
And How to Make It Right 


Don’t Put Two Strikes on the Sales Trainee Before He 
Has Even Had a Chance to Go to Bat for the First Time. 


CHAPTER II 


one look and his face plainly says, “Oh no, not more 
inexperienced help!” 

And there you have strike number two. 

If we are completely honest with ourselves, we will 
have to admit that if we were the new person subjected 
to these conditions, we would do what many of them 
do, take one look, head for home and start looking 
for a job elsewhere. There is no need for the above 
situation to happen, for there is a right way to handle 
the entire problem. 

The right approach begins with the interviewer in 
the personnel office. The interviewer might say to 
the applicant: 

“You certainly picked the right day to come in be- 
cause we have an opening in our shoe department, and 
that is not just a selling job; it can become a profes- 
sion. 

“Let me tell you about our shoe selling operation. 
It carries as high a base pay as any selling openings in 
our store. It pays a much higher rate of commission 
than most selling jobs. There is so much to learn in 
the shoe business that it becomes, not just a boring 
job to be done, but an exciting adventure every day. 
You will be working with a buyer, an assistant and a 
group of sales people who are professionals in their 
own field, They are most willing to help a new person 
get started right by sharing their knowledge of the 
business. It makes a most pleasant environment in 
which to work.” 

Strike number one is thus eliminated. 

A new person should not be brought to the floor 
during the peak rush period of the day. The buyer 
is then too busy, too difficult to locate, and not in a 
receptive mood, He should have been notified, if possi- 
ble, three days in advance so that he could arrange 
his work to be on hand to greet the newcomer. The 
best time of day probably is the early morning period 
before the store opens. As a rule a buyer is then in 
a better frame of mind; he has a whole new day ahead 
to get yesterday's work finished. 


After being introduced to the new person, the buyer 
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by M. GRACE CRONE 


should take him to some, if not all, the key people 
and make introductions; and in doing so say some- 
thing nice about each of them. This serves a three- 
fold purpose: first it builds up the ego of the person 
being introduced; second it gives him a feeling of 
responsibility toward the new employe; third, it places 
the buyer, in the eyes of the trainee, as one who ap- 
preciates loyalty, co-operation and a job well done 
by his co-workers, 

Now suppose the above cannot be arranged and the 
new person has to be brought to the floor during the 
rush period. A smart buyer will take a deep breath, 
count ten, put a big welcoming smile on his face and 
say: 

“I know this place must look like a madhouse but 
appearances are deceiving.” 

Remember you are the one on the spot. You have a 
fast floor and you need people even if they can do 
no more than locate a chair for a customer and say, 
‘A sales person will be with you in a few minutes,” So 
extend yourself, be kind, be gracious, and put the new 
employe at ease with a gesture of friendliness. If you 
are involved in something you cannot leave say to the 
newcomer : 

“T’ll be with you in a few minutes.” 

But be certain you have a smile and not a frown on 
your face. When you return your opening statement 
could be: 

“Let's be certain [ have your name correct. John 
Jamerson.” 

Then explain somewhat as follows: “We are going 
to catch some of the salespeople on the fly because 
we are so busy, but I want you to at least meet some 
of them right away. They are really fine salespeople. 
Then we will choose one of them fer your sponsor for 
the rest of the day. 

“For today | want you to just stick with this one 
person and watch the way he handles the customers. 
Go to the shoe aisle with him to get merchandise to 
show, and also when he returns it to stock. Tomorrow 
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Putting the Audience 
ON THE STAGE... 


“Coke” Party for Teenagers at McGrew & Morgan, Inc., Parkersburg, W. Va. 


One of the few innovations in the whole world of 
entertainment was discovered by burlesque when they 
built a runway that allowed the dollies to scamper into 
the audience and pull the ears of the cash customers. 

A little bit unrefined, perhaps, but fundamentally 
sound since it helped bring the show closer to the 
audience. Or, more important, the audience closer 
to the show. And stage. 

In a previous story | said the man who buys the 
ticket is the hero of the show. 

Willie 


Graziano 


check. 


headlines. 


Rocky 
Rita 


Hayworth may get her name in bright lights on Broad- 


Mays may get the salary 


may get the newspaper 
way, but the real stage star, ring hero, or screen idol 


is not the actor but the individual member of the 


audience. 
The Customer Makes The Deal 


Similarly in business. The hero of the selling 


His vanities, his 


drama is the customer—or prospect. 


hopes, his fears, his ambitions—these are the stuff 
from which your plot is spun. And on him, and him 
alone, must the spotlight shine. 


The simplest commercial example I know is the 
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ACT XII 
OF 


“Showmanship in Business” 


by ZENN KAUFMAN 


auto salesman who makes the prospect sit at the wheel 
of the car. Or, better yet, drive it. 

Or the desk salesman who places a full size mirror 
on the wall facing a $110 desk. Then gets you io sit 
behind the desk, facing the mirror—-so you can be 
hold yourself, flanked on either side with expensive 
pens, in all the glory of big business, 

No man needs a $110 desk. This story 
written on a $6.95 bridge table. With 
leg. Not that it better 


|TURN TO PAGE 


is being 
broken 


story—but an 


one 
couldn't be a 
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Mr. Kaufman is available for talks sponsored by 

Chambers of Commerce or Retail Merchants’ Associa- 

tions. Write for free folder on his famous “Showman- 
ship in Selling” talk. 





s fashions Forefronl 


THERE is news in reptile tannages, as well as colors, in 
the Fleming-Joffe new Resort and Spring line, now being 
shown by Mrs. Suzy Campbell, the company’s new style 
director. Glazed, aniline and matte tannages were all new 
in Macassars. In this snakeskin there is a new soft-glove 
tannage. A softer tannage is also being used in all the 
lizards. Very new for reptiles are the wood block prints 
in Macasears, Colors and designs show the strong Oriental 
influence in current fashion. Designs were taken from In- 
dian sari or Persian prints. Colors were derived from 
Japanese prints and pottery. These include two blues, 
gray and ice shades; two greens, sea and Japanese pottery 
green; one pink; a Japanese ochre; a matte orange and a 


French beige. 
ee ee 


BLUES, beiges and browns will be the number one color 
families for Resort, Spring and Summer 1956, according to 
Helene O'Hara of Allied Kid Company. In the blue family 
she suggests Kerry Blue as the best Spring blue. Blue 
Chip, a positive tone but with the quality of a pastel, is 
slated to be used in an all-over shoe, not a dress type. 
Cordon Blue, a middle tone between Kerry and Bubble, is 
considered as an accent for navy suede. 

Beiges will continue to be very important, according to 
Miss O'Hara, with such colors as Vanilla and Tara Beige 
repeated. Rock Candy, an almost white pipe celor, will 
accent black patent. Macaroon is making news in the 
brown family. It has been created te accompany the apricot 
tones in clothing and for trim on Sophisticator shoes, 1956 
successor to the spectator. 

As for the pastels, pink will again have a good season, in 
any shade as long as it’s pretty. Raspberry Ice is a new 
Allied Kid color, midway between pink and Wild Cherry. 
Watermelon, Pink Lemonade, a cool hue appearing in 


Three Points of Style Interest 


Left to right; Extremely tapered toe grey suede tie, 
one of the painting-derived “fantasy” shoes brought 
over from Paris by I. Miller’s Andre Perugia and 
inspired by Bernard Buffet, young French painter. 


62 


Notes on Important Developments in the Field 
of Footwear, Fashions, Colors, Materials 


Italian sportswear, and Peach Parfait, shown with black 
trim, are other new colors in this range. 

To supply the expected growing demand for yellow, 
Lemon Ice has been added to the repeated White Poin- 
settia, Primrose and Jackstraw. A series of cool greens- 
Pistachio, Spearmint and Lime Frappe—is news. In the 
orange family is a new Candied Orange, less intense than 
its companion Orangeade which is a repeat of last season’s 
Circus Orange. Apricot Nectar is a sun-ripened tone that 
is an excellent companion to Macaroon. Ombrés are due to 
return, according to Miss O’Hara. 

A group of Jockey silk inspired colors and combinations 
found in Italian kerchiefs and sweaters are fresh ideas. 
Prints and textured leathers offer interesting style possibil- 
ities for Sophisticators or cocktail shoes. 

- * +. 


“THE best acceptance of any line we have ever had’ is 
how Mr. Recht and Mr. Grossman of Hermann Loewen- 
stein describe their new Resort, Spring and Summer 1956 
line. Among the new colors in their Aniline Technicalf are 
Bamboo Beige, Pink Chocolate, Parchment, Deep Wedg- 
wood, Green Spruce and a new pale yellow. Among the 
repeated colors are Light Wedgwood, Caramel and Avo- 
cado. Revived color is Balenciaga. A number of the colors 
in Lustre Technicalf are a repetition of the aniline colors 
but with different names. Showing the Chinese influence 
is a shade called Persian Melon. Slated to be very impor- 
tant is the pale, pale Mother-of-Pear] shade. 

Corkette, a sueded shrunken grain, planned for both 
lined and unlined, in shoes of all prices, is considered 
especially suitable for soft shoes with the continental looks, 
suburban types, spectators with tip and fox in aniline. 
Suntan White is suggested by Mr. Recht as the right accent 
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Quarter with very new design on closed toe ankle 


High 


strap designed by Lipare; Trevi Footwear. 
suede 


tongue vamp with ornamental tassel, black 
“Court Pump” from Pappagallo. 
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on the , 
Valencia 
last 
with 


lines 
and 
fat 
profits ! 


© 
yy valentine 


Your customers will enthuse about the slender poise and 


elegance of this new “higher mid-heel” pump, It’s the 
new shape of fashion to wear with their most important clothes. 


You'll find Mi Mi to be one of the best fitters you've ever had 


Tie your promotion in with the page on Mi Mi and the Valencia 


last in August Ist Vogue. 


Valentines are priced for quick turnover and extra profit 
at $9.95 to $12.95, moat styles 
Millions of readers see 
Valentines advertised 
regularly in Vogue and 
Harper's Bazaar. 


ou can count on Valentine Shoe Company F Division of General Shoe Corporation . Nashville 3, Tennessee 
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Direct Mail... 


Advertising 


Regulations 


Postal regulations have been overhauled. The new Postal Manual is clear, 


concise and has many ideas to help shoe retailers save money on their 


direct mail advertising programs. 


Any shoe retailer who uses direct mail advertising to 


promote his business will find plenty of ideas to con- 
Postal 


revisions. This is the first complete revision of postal 


sider in the new Manual and in the recent 
regulations in the history of the Postal Service. The 
changes consolidate the old Post Office Manual, Postal 
Laws and Regulations, and the Postal Guide. 

Here are some of the changes and ideas in the new 
regulations that may help you make your direct mail 
advertising dollars produce more sales for your shoe 


store: 


Simplified Addresses 


The recent controversy over the “junk mail” has 
been settled. Postmaster General Arthur E. Summer- 
field ruled that the so-called “junk mail” would be 
stopped March 31, 1955. This covers third-class mail 
addressed to “patron,” “householder” or “postal 
patron.” 

Shoe still 


which they can use the simplified addressing privilege. 


retailers, however, have some ways in 
The new order does not affect delivery of unaddressed 
mail on rural routes or to post office boxholders where 
no city or village delivery service is available. This 
method of simplified addressing has been in effect for 
years and was not abandoned with the recent “junk 
mail” revision, 

Requirements for preparing your direct mail adver- 
tising with the simplified addressing are: 

1. Your third-class mail must be addressed “Rural 
or Star Route Boxholder” and be followed by the name 
of the city, 

2. All pieces of direct mail for the same post office 
must be in packages of 50 pieces if practical. 

3. Facing slip on package must show the route de- 
sired for your direct mail advertising. 

4. Selective distribution (so many routes) must be 
separated and route number designated on facing slip. 

5. The postage rate must be fully prepaid by some 
method that does not require cancellation, such as per- 
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by JACK BEDFORD 


mit imprints, meter stamps, or precancelled stamps. 

You can request your local postmaster to give you 
the number of deliveries served by local rural or star 
routes, This will save money by avoiding an over- 
printing of your direct mail advertising and save time 
in separating the bundles for delivery. 


Mailing List Corrections 


One of the toughest problems for a shoe retailer 
using direct mail advertising without a simplified ad- 
dressing system is the maintenance of his mailing list. 
In thirty days, it has been conservatively estimated, a 
mailing list will be only 95 per cent correct—unless a 
plan is developed to keep it up-to-date all the time. 

The new Postal Manual outlines some methods a 
shoe merchant can use to keep his mailing list up-to- 
date. The cost of these services is reasonable and will 
help you save money in keeping your mailing list 
current, 

The Post Office will correct your mailing list as 
frequently as requested if you pay the necessary fee. 
The cost is 25¢ for a list of less than 25 names and 1¢ 
per name for lists of more than 25 names. 

Your mailing list should be submitted on cards—one 
name to a card, The cards should approximate the size 
and quality of government postal cards. Your name 
and address (rubber stamp identification is OK) must 
appear on the upper left-hand corner of each card. 
Your customer’s name should appear in the conven- 
tional spot—lower right-hand corner. 

In correcting your mailing list, the Post Office De- 
partment will; 

1. Cross off names on which mail cannot be de- 
livered, 

2. Correct all incorrect house, rural or post office 
box numbers. 

3. Correct initials when submitted name is appar- 
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Profit Promotion for 1956: 


BE GOOD 
TO YOURSELF 
WITH 
LEATHER 


NTE ee 
AUGUST 


oe ae 10” 


Grand Ballroom 


WALDORF-ASTORIA 
New York City 
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You'll feel mighty festive when you see the all new 
Trimfoot Party Shoes! They're new inside and out. . . 
from the swooping toplines to cork-cushioned insoles for 
foot-following flexibility, Lovely new styles, too... . 
including the sensational new elasticized pump... . 
CURVET. . . 2 foot-hugging shoe without an equal for growing feet! 
Fully elasticized topline extends above leather for gentle cling. 
Tots’ sizes 2 to 8, with removable ankle strap, to retail for $4.95. 
Childs’ and misses’ sizes 82 to 3 to retail for $5.95. 


* . . 
See these and other patterns in the all-new Trimfoot Party shoes 


% 
in*the new Order Service Catalog. Send*for your copy NOW! 


iO Putsstcove)l 


SHOES FOR BOYS AND GIRLS 


TRIMFOOT COMPANY « TRIMFOOT TERRACE « FARMINGTON, MO. 
NEW YORK... 628 MARBRIDGE BLDG. + DALLAS... 6-133C MERCHANDISE MART + SEATTLE... 222 TERMINAL SALES BLDG. 
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CLEARANCES UNDER WAY 
IN CHICAGO 
CLEARANCE sales now dominate the 


Chicago retail picture and will do so 
for the rest of the month, Some stores 
began token sales and partial reduc- 
tions before the end of June. But the 
large scale advertisements and major 
clearances followed the pattern of 
tradition, immediately before or after 
the July 4 week end. The sales have 
definitely brought a lot of activity to 
the stores. The selling season this 
year has been spotty, and as sporadic 
as the weather. 

Sales of white shoes have been 
well ahead of expectations in some 
sections, disappointing in others. How- 
ever, in the overall picture white has 
had the best season in several years. 
By the end of May pink had slipped to 
the number two color position. Pan- 
ama type colors and blues had a Jot of 
late activity and are still moving. 
Some stores have done extremely well 
with the few black shantungs they 
had bought. Lusters have slowed 
down somewhat, and this may affect 
darker shoes this Fall. There has 
also been active interest in black lace. 
White lace has sold better than lac- 
quered mesh and straw. Closed toe 
halters have had a better response 
than open toes and this trend should 
carry over into Fall. 

Casual sales this year have been 
spotty and have not set any particular 
pattern. Raffias have been good as 
have natural straws. Denims have 
dropped off, and most retailers feel 
that they may have played it too long. 
The Italian types, both imports and 
domestic, have not been as active as 
was expected. 

In the men’s stores and depart- 
ments, there has been good activity on 
sports and casual types. The selling 
has been about on a par with last 
year, with an acceleration in low cut 
and two eyelet tie versions. The woven 
shoe has remained popular, as has the 
mesh. A surprising report in some 
quarters is that black has moved to 
no greater extent than a year ago. 
There have been more black and 
white sales than brown and white, but 
the latter has shown no appreciable 
drop in volume. 


July 15, 1955 


UNITED NATIONS BOOSTS 
SALES IN SAN FRANCISCO 


RETAIL shoe sales for the month of 
June ran about five per cent above a 
year ago. Summer footwear of all 
types were selling well due to several 
contributing factors. 

The start of the vacation 
brought a strong demand for casual 
and leisure type shoes as well as dress 
shoes in white and pastel shades. 

The price range is wide, starting 
with open toe and heel foam-cushioned 
flats in white, pink or panama at 
$3.99. Nylon mesh with 
crocheted straw trim in the $9.00 to 
$10.00 bracket are proving to be pop- 
ular sellers. 

In the dressier 
pink and powder blue 
tors are moving briskly. Some 
report good sales in white calf pumps 
and sandals in the $23.95 and $24.95 
price range. 

The Tenth Anniversary Commem- 
orative Session of the United Nations 
here brought thousands of visitors to 
the city and the many social functions 
in connection with the event brought 
a noticeable 
footwear for 


DELNAN? oe 


season 


numbers 


models the new 
alliga- 


stores 


white. 


increase in sales of dress 


the various occasions 
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SADDMAN 


Jungle prints on a Silhouette Pump 

were presented recently by Bergdort- 

Goodman, WN. Y., in outstanding 
advertising. 
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visitors 


In fact, the large influx of 
produced a stimulating effect in all 
shoe departments, 

Some shoe stores are cashing in on 
the present Davy Crockett craze 
among the young fry with strong pro- 
motions of Davy Crockett moccasins. 
moccasins are made of 
with a fur trim, the 
going for them, And 
because of the low $2.99 price, the 
parents find them an inexpensive type 


Since these 
natural leather 
youngsters are 


of summer footwear. 
. +. am 


BETTER WEATHER SELLS 
SHOES IN NEW YORK 


NoTHING has changed the retail 
shoe picture in and around New York, 
For the past few weeks it has been 
the clearance sales that have been the 
important factor in moving shoes, 
They have brought the traffic into the 
they have helped to get rid of 
how- 


stores; 
broken lots, etc. By this time, 
ever, the sales are dribbling off and 
the next two weeks should see the end 
of them. 

The weather has been most coop- 
erative and accounts for the good 
business that seems to be the rule in 
most of the Shoe 
selling accelerated for the holiday 
week-end of the Fourth and continues 
to be active and good. 
definite 
children’s selling right after 
school closing. Whether for camp or 
for stay-at-home, parents bought shoes 
for their children often, several 
pairs at a time. Merchants of chil- 
dren’s shoes expect the usual Summer 
lull and look forward to the 
next month, back to school 
shoes will start things up again. 
there has been 


retail shoe shops 


There was a upsurge in 


shoe 


end of 


when the 


In women’s shoes, 
casuals and dressy 


want the fit and 


an emphasis on 
shoes, for women 
easy comfort of the casuals for day- 


time activities, and for the evening 
they prefer the open, airy, light slip- 
pers. 

Men’s shoe selling continues to be 
slow but steady. Men have been grad- 
ually getting around to buying the 
lighter shoes to go with their Summer 
tropicals, 

Generally, 
good in all categories. 
Merchants have kept 


business is reportedly 
Inventories are 


in good shape. 
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a trained eye on their inventory when 
placing their orders and they haven't 
gone overboard. They prefer instead 
to order shoes more frequently and 
for shorter delivery dates, thus keep- 
ing the inventory in good balance. 
Sales figures reflect a good picture. 
Very often they add up to several per- 
centage points higher than the same 
period last year. For the time being, 
business is good and merchants feel 


that it will continue on that level, 
* * * 


COOL WEATHER SLOWS 
CANVAS SHOES IN OMAHA 


CHILDREN’S footwear sales here for 
the year are ahead of last year but 
pairage sales were hurt in June by 
cool weather which cut demand for 
canvas play shoes, it was reported by 
three children’s depart- 
Volume for the first half of 
the year reportedly was four to 10 
per cent ahead of a year ago. 

One store reported a good con- 
tinuing demand for regular footwear 
despite the weather. Children’s high- 


buyers in 


ments, 


tops in sizes up to eight were said to 
he moving steadily, along with cor- 
rective-type shoes, 
has 
good demand with about as many 
patents as whites sold the past month 
Buyers pointed out this was a reversal 
of the former trend when black pat- 
ent was essentially a Christmas and 
Easter season item. 

Cool has canvas 
shoes to back up on the shelves, two 
stores indicated, 


Patent leather continued in 


weather caused 
Inventories 
quently were a little heavier in June 
than a year ago. A few weeks of 
seasonal weather would reduce stocks 
to normal, department personnel be- 
lieved. 


conse- 


* . * 


SUMMER SALES 
CUT BOSTON INVENTORIES 


TRADITIONAL Summer sales have 
been in full swing in many of Boston's 
retail shoe stores and departments 
since June 27, timed to attract tour- 
ists, thousands of whom stop over in 
the city before going on to vacation 
resorts in other parts of New England. 
These sales will continue until late in 
July, with early Fall openings sched- 
uled for August. To date sales have 
been successful, several stores report, 
and have helped materially to de- 
crease inventories and make room for 
new styles, scheduled to arrive later. 


The Kays-Newport shoe store at 
the corner of Tremont and Boylston 
Streets has been offering at $9.90 
styles formerly priced at from $14.95 
to $18.95. These include sling-back 
with ornamented vamps in 
black, medium and light blue and 
combinations of blue and 
and tan and 
white. Also being pushed are sales of 
flats in white and in a range of pastel 
colors. 

Cinderella Shoes, nearby 
mont Street, also has been featuring 


types 


also in 


white, red and white 


on Tre- 


flats, in both open and closed toes in 
pastel blue, pink and white; linen and 
Shantung pumps with an offer of free 
dyeing; 
Italy. 
The Walk-Over store at 168 Tre- 
mont Street showed sale shoes at two 


$7.99 for 


and imported straws from 


prices: shoes formerly 





COOL 
TOWN WEDGELINGS 


One from a new collection of town-going 
wedges. Designed by JACK ROGERS, light 
in look and weight and big news for a sum- 
mer in the city. Here in frost white cal! on a 
tall, high wedge, studded with tiny white 
beads, also in beige lustre call, 36.08 
Women's Shee Soles, Titehe's second feer 
pes 4 BY PHONE—ST-4811, stations 211, 212 or 218. 
BY MAIL—Owside city delivery area, 
Ase poe . 


Two columns by fen inches were 
enough to dominate an entire page 


with this advertisement by Titche- 
Goettinger, Dallas. 


priced at from $9.95 to $14.95; and 
$8.99 for styles originally sold for 
from $10.95 to $16.95. Included in 
the first lot were pumps in white and 
Prominent in the second 
black mesh, 
and styles with 


pastels, 
group 

pumps; 
vamps. 

The 

offered styles priced at the start of 
the season as high as $14.95 at the 
same two sale prices as at the Walk- 
Over $7.99 and $8.99. Includ- 
ed were pumps and sandals in white 


were open toe 


white lace 


Arlace store almost next door 


store 


leather which have been good sellers 
since Spring. 

The Solby-Bayes store at 126 Tre- 
Street, 
larger, salon-type store around the 
43-45 Winter Street, finds 
mesh shoes still good in the more con- 


mont soon to open a much 


corner at 
servative types. Plain colors, it was 
said, are selling better than mullti- 
colors, whites are still good, reds have 
lost some of their earlier momentum. 
Sandal types are being bought for 
wear at beaches and other Summer 
resorts, 

Sales of men’s and children’s shoes 
have lagged in most retail shoe out- 
lets but the latter, at least, are ex- 
pected to pick up markedly when the 
time comes to outfit children for the 
Fall. In men’s shoes, the loafer types 
have been outselling all other types 
for casual wear; and the low-quarter 
types for dress and street wear. 


* * * 


ST. LOUIS CLEARANCES 
STORE WIDE 


Tuot GH one major St. Louis de 
partment store is having some excel 
lent results from its effort to “Put 
June Back on the Fashion Mzp”—a 
daily promotion of fresh Summer mer- 
activities 


chandise keyed to current 


and weather conditions—other stores 
in this city seem to be giving up the 
ghost on some phases of Summer ap- 
parel. Shoe clearance sales are on in 
a fury with entire stocks offered at 
this 
done, before the hot 
barely begun. 

While a few shoe retailers are hold- 
ing out for the traditional after-the- 
Fourth sales, their business is slow. 
It is pretty difficult to sell footwear at 
regular prices while others sell com- 
parable styles at a reduced mark. At 
one of these stores, however, there is 
hope for good July business—a fresh 


[TURN TO PAGE 70, PLEASE] 


before June is 
weather has 


reduced prices 
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WITHOUT RESERVATION ......... 


THE 
HOTTEST 
LINES 
ARE 


King Bee 
MEN'S SLIPPERS 


AND 
CASUALS 


IF YOU'RE ON THE TRAIL OF FASTER SALES 
YOU'LL JOIN THE TRIBE OF SMART RE 
TAILERS WHO HAVE ALREADY FOUND KING 
BEE’S ACTION TO THEIR LIKING. KING BEE 
SLIPPERS FEATURE BILTRITE NUR-O-CEL 
WHISPER LIGHT SOLES AND BILTRITE 
NURON CREPE SOLES 


KINGS FOOTWEAR COMPANY ¢ 47 WEST 34TH STREET, NEW YORK CITY 
WRITE FOR YOUR BREE CALENDAR FEATURING THE LUSCIOUS KING BEE GIRL 


July 15, 1955 
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stock of spectators, vinylite with suede 
and dark but opened-up lusters is 
expected to sell at full value to those 
departing for late vacations as well as 
those who find their wardrobes in the 
mid-Summer doldrums. This aim for 
transitional season business probably 
will be picked up by other stores too. 

Style-wise, current business is 
strongest in the casual shoe field, 
with Italian types—of leather or straw 

the most wanted. In dressier types, 
white is moving well as of course is 
pink and blue pastel. Some stores 
report they were short in two style 
categories — vinylite and spectators, 
losing this business to other sources. 
One of the major chain operators in 
this city has gained much business 
through intensive promotion of its 
“glass slipper” stock. 





With 
shoe departments, buyers and mer- 
chandise directors are active in their 
Fall buying. June and July clearance 
sales will increase their buying power. 
Among the most active buyers of the 
moment are those for Stix, Baer & 


Summer already fading in 


Fuller ... for the first time their buy- 
ing program includes stock for “West- 
roads,” a new suburban store to be 
opened in mid-August. 

** * 


PHILADELPHIA BUYING 
MORE CASUALS 


Two weeks before the July 4th holi- 
day, the majority of shoe stores 
geared their stocks toward reaching 
the peak of Summer business. In 
some cases, shoe merchants and buy- 
ers saw the chance of making small 
pre-holiday clearance sales in order 
to dispose of certain numbers they 
didn’t think it wise to hold over. Seen 
in one of these groups was an as- 
sortment of styles in paisley prints. 
Casuals have mounted in sales. Out- 
standing in these best sellers have 
been the bright colored flats and the 
soft beaded moccasins, Nylon mesh 
in flats have been popular in white, 
pink, and blue. Demands have been 
from the extreme casual to the very 
dressy shoe. With white dress shoes 
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continuing as very good sellers, the 
clear lucite or vinylite with halter 
neck has also been popular. Light 
blue and pink are having a very good 
season. In the little girls’ line, either 
white or black patent sandals in the 
Mary Jane type have done well. In 
most children’s shoes, one of the 
best selling casuals has been the 
crepe or foam rubber sole tie front. 
But, also, as in the women’s group, 
pink and blue have been well up in 
sales of little girls’ shoes. 

Some stores featuring straw shoes 
in the natural tene have had activity. 
Different stores this season have been 
individual about promoting types of 
shoes that come into the novelty class. 
While one store promoted prints in 
silk shantung, another featured candy 
striped pumps with medium heels. 
These novelty shoes seemed to have 
made more sales this year than when 
offered in previous times. 

ee te 


CLEARANCES START EARLY 
IN MILWAUKEE 


SEMI-ANNUAL clearance sales were 
underway in all Milwaukee shoe 
stores in mid-July in an effort to de- 
plete stocks in time for arrival of 
early Fall merchandise. Many wo- 
men’s shoe departments and stores 
had started sales earlier than usual 
in mid-June—following a three-week 
period of cold, rainy weather which 
had halted the moving of early Sum- 
mer stocks, 

For the first year in history, real 
action was noted in Father’s Day shoe 
business, in gift certificates, co-ordi- 
nated accessories and shoes, In 
casuals, tie styles were outselling slip- 
ons and a large volume of canvas wear 
was moved in June. Tassel loafers 
were particularly good in downtown 
shops catering to the younger set. 








The object at the left is a man hiding 
from the glitter of jeweled heels and 
rhinestone trim from the Summer 
collection of Neiman-Mearcus, Dallas. 





Crushed and soft leathers led the 
men’s parade and most popular colors 
were maple, charcoal and black in 
several men’s stores. 

White has gone extremely well this 
season despite the inclement weather. 
Retailers are wondering just what 
phenomenal successes they could have 
rung up with white this year if 
weather had been near normal in sun 
and warmth. In pastels, pink has 
been a leader. Whites have sold in 
plain leather pumps, in fabric pumps 
and in sandals. Even in casuals, it 
has been good. 





STRIKES HURT BUSINESS 
IN SAINT PAUL 


BusiINEsS has been slow due to 
strikes against department stores and 
a number of specialty stores which 
have been carried on since early May 
in the loop district, and which are still 
continuing. Stores are making an ef- 
fort to push Summer sales in footwear 
through advertisement and good win- 
dow display. Field-Schlick showed 
white kid sandals in draped lines, 
twisted vamp sandals in pink or blue 
and white raw silk sandals with sling 
back and vamps detailed with bead- 
ing and sparkle, selling at $16.95. 
Maurice L. Rothschild and Co. pro- 
moted wedges in multi-colored prints 
with matching bags. The Emporium 
had a coffee frost promotion in Sum- 
mer footwear with T-straps in smooth 
leather, nylon lace mesh in beige com- 
bined with leather in coffee frost 
shade, and meshes with leather heel 
and trim, all selling for $18.95. 

The Golden Rule had a sale of its 
entire stock of Summer shoes at 15 
per cent off, listing nine famous name 
brands. Shoes dressy and 
casual styles in white, pastel blue, 
yellow, pink or beige. Besden-Ken- 
nedy featured a group of casual kid- 
skins in 3-tone tan, 3-tone pastels or 
white, selling at $12.95. 

Men’s shoes moved well as Father’s 
Day gifts. Crepe sole woven fabric 
oxfords, kid leather Romeos, oxfords 
in brown calf with brown nylon mesh 
were all popular gift items. 


were in 
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DOW CORNING 


July 15, 1955 


NOBODY wants 
wet feet... ie 


that’s why EVERYBODY goes for... / 


... and that’s where you come in for extra sales and profits! 
Shoe Saver, the home-applied silicone water repellent and 
leather preserver, has proved to be one of the hottest repeat 
profit items ever to hit the retail shoe business. 


Shoe Saver penetrates the leather; keeps water out and still 
lets leather breathe. 


Shoe Saver protects leather against the harmful effects of 
water and ice removal salts; keeps leather soft and pliable. 
Makes shoes feel better from the first . . . stay new looking 
longer with less care. 


Nobody wants wet feet, so everybody is a ready-made regular 
customer for Shoe Saver. Just think of the tremendous 
market in children’s shoes alone! Once customers use Shoe 
Saver, they'll keep coming back to your store for more. . . 
so Shoe Saver increases your sales and traffic all year ‘round! 


Cash in on the growing demand for nationally advertised Shoe 
Saver. Stock it now... display it... mention it to every 
customer... and watch it move! 


Shoe Saver brings the magic sales appeal of silicones to 
the shoe business. Order it from your favorite Shoe Finder 
«+. Or write today for a list of Shoe Saver distributors. 





and for permanent, tanned-in water resistance, ask your 
shoe manufacturer for shoes of SYLFLEX tanned leather. 


MIDLAND MICHIGAN 


BOOTHS 26-27 


CORPORATION 











DISPLAY-PACKAGED TO SELL! 


Compactly pack- iia 
aged in attrac- 
tive counter dis- 
play box. With 
your first Shoe 
Saver order f 
you'll get this ~ Tm -- 
eye-stopping single bottle display 
. « @ great silent salesman! 





BACKED BY NATIONAL ADVERTISING! 


Millions will see compelling 
Shoe Saver ads during the 
coming months in: 


POST 





Parents 


MAG AEINE & FAMILT Ome 





















What’s Your Favorite 


It’s here for sure m 
“sweetest line” 


ROCK CANDY (New Castle 70) at once, a beige, a grey and almost 
white, ideally teamed with licorice patent in pump or 
sandal , 


_ PEACH PARFAIT = (New Castle 611) pink, yes, but pink new, refreshing, 
elegant 


PISTACHIO (New Castle 1111, Standard 141) green, as filmy soft 
as spun sugar — and just as inviting 


LIME FRAPPE (New Castle 148, Standard 640, 140) no artificial fla- 
voring here, just nature’s newest for the long, sweet 


APRICOT NECTAR (New Castle 625, Standard 450) sun-ripened fruit 
tone with a new potential, alone or allied with the 


brighter browns 


Mie Kid Company 
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Flavor ? 


Allied Kid Company’s 


of resort confections. 


The delicious positives: 


CORDON BLEU (New Castle 1378, Standard 591, 91) clean, clear 


mid blue companion to Bubble, Kerry and Flight 


RASPBERRY ICE = (New Castle 1658, Standard 410) step down partner 


to pink, step up fillip to deep red 


CANDIED ORANGE (New Castle 1511, Standard 17) to tempt a palate — 


first choice for casual combinations 


SPEARMINT (New Castle 1112) pungent as its namesake, a solid 


base for pale Pistachio 


LEMON ICE (New Castle 149, Standard 481) tangy newcomer to 


highlight yellow 


BOSTON NEW YORK PHILADELPHIA 


WILMINGTON CAMDEN PENACOOK 
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89,935,300 readers... that’s a mighty BIG audience . . . an audience that includes almost 
every woman in every city of the nation. They’re women who are fashion-minded, able-to- 
buy, eager-to-buy . . . and they'll be reading about the most extensively nationally adver- 
tised style shoes in America. In their favorite mass and class magazines they'll be seeing 


VOGUE + HARPER’S BAZAAR * MADEMOISELLE * CHARM * GLAMOUR 
McCALL’S = MOVIE LIFE © MOVIE STARS PARADE 


WOHL SHOE COMPANY - 


nscstinssintlicaenainestmennaetniionenssliatisnnnsmcininnitgnaanse 




















powerful, colorful ads on Jacqueline, Connie, Connie lo-heelers, Natural Poise, Petite Debs 
and Paris Fashion Shoes . . . ads planned with provocative, eye-catching messages, con- 
vincing reason-why-to-buy. Feature these famous brands and cash in on the tremendous 
and ever-increasing demand being built by this season-after-season saturation advertising. 


GOOD HOUSEKEEPING LADIES’ HOME JOURNAL 
PERSONAL ROMANCES 


SEVENTEEN 
TV STAR PARADE + INTIMATE ROMANCES °* 


SAINT LOUIS, MISSOURI © A Division of Brown Shoe Company 








RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
td Markets 


St. Louis 


Sr. LOUIS shoe manufacturers continue to feel that 1955 
will be their best year in the last seven or eight. Produc- 
tion of women’s and children’s shoes, which declined in 
1954, is showing a substantial increase. More important, 
the dollar volume of Fall sales continues to hold a 12 to 15 
per cent gain when contrasted with the corresponding 
period a year ago. 

With clearance sales now developing at the retail level, 
the next few weeks will determine whether or not manu- 
facturers, particularly women’s manufacturers, will hold 
their dollar volume gains. The success of these retail 
clearances will determine, in great measure, the scope of 
huyers’ open-to-buy positions. 

Children’s manufacturers are absolutely confident that 
the year will be a record one. Their dealers’ inventories 
are lower than usual—and, of course, there is the continu- 
ing birth increase on their side. Men's producers say that 
their merchants need better weather breaks in ridding 
themselves of current merchandise and thus opening their 
Fall purchases further. Momentarily, they do feel satis- 
fied with the fact that dealers are buying certain styles in 
greater depth than usual. Best selling patterns include two 
and three eyelet moccasin toe bluchers, two and three eyelet 
plain toe bluchers and various lowtop patterns in black and 
charcoal brown. Italian types show a little increase in 
strength but are sold primarily as an item. 


New York State 


THE simultaneous closing of New York shoe factories for 
the July 4th holiday and the two weeks thereafter, im- 
mobilizes production and creates a bottleneck that has 
chain reactions all the way through to the point-of-sale at 
retail. This is especially true as far as children’s shoes are 
concerned. The only advantage that accrues is that from 
now on and for the next fifty weeks, vacations are out of 
the way and shoemaking can go on at an even pace. 

Shoe production in Rochester plants continues well ahead 
of last year. Improved volume is not confined to the bigger 
companies there which make women’s shoes, but extends 
to smaller firms in the infants’ and children’s field. 

A small manufacturer of infants’ footwear said his busi- 
ness is the best it has been in seven or eight years. How- 
ever, he noted that seasonal trends are still operative and 
production has eased somewhat recently as Summer orders 
were being completed. 

Most shoe factories will close the night of July 1 for 
annual vacations, reopening July 11. Spokesmen for firms 
making children’s shoes predict that orders during the 
Summer will be irregularly lower, reflecting customary fac- 
tors, such as lessened retail sales due to hot weather and 
vacations, also the competition of canvas footwear. 

But there is every indication of active business this Fall, 
most manufacturers agree. A company making baby shoes 
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reported that retailers are buying more than last year. 

Greater emphasis on style features of infants’ and chil- 
dren’s shoes seems to be paying off for the factories. Firms 
which formerly shied away from colors are now pushing 
several popular hues, as well as saddle shoes for infants. 

Children’s shoe manufacturers are cautious about ac- 
cepting reports that stores are increasing their inventories. 
This may be true, they hopefully admit, but they believe 
that this is not yet a common practice. 

Manufacturers are more inclined to think that moderately 
bigger retail orders mean a corresponding increase in re- 
tail sales, leaving inventories about the same. Factories are 
getting some additional business from chain stores opening 
uffits in new shopping centers. 

The prospect that the minimum wage rate may be raised 
to $1 an hour is not causing much concern among shoe 
manufacturers here. One executive at a small plant said the 
higher wage floor will have relatively little effect in this 
area, wherg wages are already high. 

He conceded that a higher minimum might lead to a 
general upward adjustment to maintain pay differentials. 
Raising the minimum to $1 could boost retail shoe prices 
about seven and a half per cent, he admitted, 

However, the industry feels that higher minimum wages 
will be translated into increased buying power, which will 
help everybody. 


Chicago 


MANUFACTURERS and wholesalers in the Chicago area 
continue to be satisfied with Fall business and its outlook. 
With the exception of some novelties, the bulk of orders 
have been placed. Most of these shoes are now at the cut- 
ling stage and a good many are in production. Slipper 
orders will be completed this month by most retailers. Fac- 
tories have shipped their light weight suedes for late July 
and early August promotions. They will begin deliveries 
on Fall shoes by the end of July. 

There is considerable discussion throughout the trade on 
the future of the Italian influence. In the middle west at 
least, it has been a disappointment in the women’s end. The 
authentic imports and American versions have not done 
at all well and will probably show up in clearances, How- 
ever, there have been some sizable orders for Fall on these 
types. There is a feeling that the theme could catch hold 
next year, due to the fact that ready-to-wear in this cate- 
gory has been gaining momentum. Most volume buyers in 
men’s shoes have been staying away from heavy commit- 
ments on shoes with the Italian influence for this season. 
Here also is a feeling that acceptance may grow. It is 
pointed out that consumers will not go from a wide to an 
extreme narrow toe all at once. 

In recent weeks lusters slowed down somewhat in selling 
at the retail level. This is regarded as significant and is 
being watched carefully, since it is felt that it may affect 
dark lusters for Fall. Spectators have made a slow but 
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SHOE ENOUGH 
By Bess Ritter 


THE people of France weren't always able to buy shoes 
that were made of conventional leather. During World 
War II many were glad to get slippers that were fashioned 
from human hair, which was collected from the country’s 
hairdressers and mixed with 20 per cent fiber by an ingeni- 
ous process that became the specialty of a Normandy plant. 
More than 60,000 pairs were handled by shoe retailers. 


The French have also worn wooden shoes. As a matter 
of fact, this type of footwear originated there, among the 
lower classes, and not in Holland. They were popular for 
a practical, primary reason: in order to protect the feet 
from the filth of French streets. 


Upper class Frenchmen of the 13th and 14th Centuries 
wore metal overshoes to protect their fancy cloth footwear 
from the mud of the roads. During the 15th and 16th 
Centuries, many grand dames of the country wore shoes 
made of fur. These didn’t last long, but they were pretty 
to look at. 


Straw shoes were commonplace in many parts of rural 
France during the century preceding the French Revolu- 
tion. They were dipped in animal bone glue for reinforce- 
ment. Another style was constructed from ordinary cloth, 
and the soles were made thick by employing several layers, 
with one glued directly on top of the next. 


In Fashion’s Forefront 
[ CONTINUED FROM PAGE 62] 


color with any and all colors. Seventeen colors are included 
in the Corkette line for 1956. Kafalope is designed for 
very much the same uses as Corkette: 
that this is not a shrunken leather 
smooth very soft suede. 
the Kafalope line. Two weights are being made in Kaf- 
Appeal—one and three-quarter ounces, the lighter weight, 
and two and one-quarter to two and one-half ounces, the 
heavier. In addition to these leathers, there are several 
very interesting new printed Jeathers in the new Loewen- 
stein line. 


the difference being 
as Corkette 
Kighteen colors are 


is but a 
included in 


* * % 


“Contour Calf,” a new leather with A. F. Gallun & Sons. 
is designed for casual and sports types and is being made 
in weights for both lined and unlined shoes. It is also being 
considered for dressy daytime shoes in a matte finish, ac- 
cording to Emily Bryant, the company’s style adviser. This 
matte finish will be made in a range of colors. “Red Sails” 
is a new red to be used in the Contour Calf tannage for fun 
shoes. Other colors are a Bluebird blue and a soft grass 
green, considered fresh looking and smart in combination. 
“Cashua Calf” is another new leather in the 
a shrunken grain in women’s weights. 
* mm * 


Gallun line. 


Pumps are very important in both Paris and ftaly, 
according to Elinor Bohle, designer for Andrew Geller, 
recently returned from a visit to Italy, Paris and Brussels. 
In Paris the pumps are very fresh looking. Treatments, 
which include perforations, underlays, stitchings, drapings 
and self-buckles, are cleaner and finer looking in European 
shoes than in ours, she commented. 

Sandals are more popular in Paris and in Brussels than 
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price marking 


” GIVES YOU 


: maximum 


j SALES 4 
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More information—helpful to you and your shoe store customers— 
can be included on a Monarch price-marking ticket, tag or label than 
could possibly be crowded onto a hand-written price ticket, By 
standardizing the position of each item, and by using code letters or 
numerals for confidential data, each small ticket can carry auditing 
and inventory information as well as selling facts. 

That's another reason for changing now from smudged pen or 
pencil price-marking to businesslike economical Monarch price-mark 
ing. The Monarch Junior price-marking machine handles tickets, tags 
and labels of many sizes and styles from which you can choose the 
types you prefer. Send the coupon for folders and sample tickets 


Monarch Junior hand-operated price-mark- 
ing machine $75.00° F.0.8. Factory. Other 
models from $45 to $425". 


*Prices quoted are for the U.S., possessions, and 
Mexico. State and City Tox when applicable, 
extra, 


FILL OUT, CLIP AND MAIL 


The Monarch Marking System Company, 216 S$. Torrence St., Dayton 3, Ohio 


Please send, without obligation to us, illustrated folders on Monarch 
Junior; also sample Monarch Tickets, Tags and Labels, for use on 
shoe store merchandise. 


Store Name 
Address 
Post Office 


lone State 





Putting the Audience on the Stage 


[CONTINUED FROM PAGE 61] 


extra investment of $103.05 wouldn’t 
help. 

But the man who looks in that mir- 
ror says to himself, “Boy! You look like 
Charlie Schwab!” And buys the desk. 


We're All Alike Under The Skin 


I’m no exception. I spoke in Toronto 
recently for an advertising club, and 
having heard much about woolen tariffs 
I thought I’d buy an overcoat and save 
money. 

I went to Eaton’s (beautiful store) 
and picked out a nice coat at $49.50. 

Priding myself on saving the money, 
I started to chat with the manager. 
He began to give me the works. 

He told me about the tradition in 
British Fabrics—how down through 
the years father had taught son the 
unwritten secrets of woolen crafts- 
manship, how families had worked for 
generations at the same looms, how I 
might be rich as Croesus yet couldn’t 
buy as fine a cloth in the U. S. at any 
price, 

He sold me a $69.50 coat. He took 
me up generation by generation—five 
generations at $4 per each—to $69.50. 
And now I'll wear that coat in the 
States, and stroke it tenderly as I 
say to friends, “Yes, no one makes 
clothes like the British.” 

And for a brief moment, I take the 
spotlight—as the hero. 


Works In Shoes 


There are countless ways to put the 
audience into the act. Jay Van Vran- 
ken put his whole town on the stage. 
Since wall paper manufacturing was 
the big loca) industry, he papered his 
whole store—right out to the side- 
walk line. Less spectacularly—but with 
equal success—F airyland Shoe in Long 
Island makes it a point to encourage 
children to call clerks by their first 
names. Thus making the little cus- 
tomer a big shot. 

C. J, Miller will tell you that a big 
factor in the success of his Tote rub- 
bers is the practice of having samples 
handy on fitting chairs and encouraging 
mothers to “play stretch.” 

On a larger scale, some stores put 
whole crowds “on stage” by running 
exciting parties. In Parkersburg, 
W. Va., McGrew & Morgan, Inc., does 
it with its annual “coke” party for 
teen age kids. And in Youngstown, 
Lustig’s runs a teen-age party at 
graduation time to sell prom and sum- 
mer shoes. 


Clerks Are Human, Too 
Give your salespeople a chance to 
take a bow 
Dale Carnegie relates an experience 
that Charles Schwab had with a mill 
manager whose men weren't produc- 
ing their quota of work. 
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“How ig it,” Schwab asked, “that a 
man as capable as you can’t make 
this mill turn out what it should?” 

“I don’t know,” the man answered, 
“I’ve coaxed the men; I’ve pushed 
them; I’ve sworn and cussed; I’ve 
threatened them with damnation and 
being fired. But nothing works. They 
just won’t produce.” 

It happened to be the end of the 
day, just before the night shift came 
on, 

“Give me a piece of chalk,” Schwab 
said. Then, turning to the nearest 
man; “How many heats did your shift 
make today?” 

a ay 

Without another word, Schwab 
chalked a big figure six on the floor, 
and walked away. When the night 
shift came in, they saw the “6” and 
asked what it meant. 

“The big boss was in here today,” 
the day men said. “He asked us how 
many heats we made, and we told 
him six, he chalked it down on the 
floor.”’ 

The next morning Schwab walked 
through the mill again. The night 
shift had rubbed out the “6” and re- 
placed it with a big “7.” 

When the day shift reported for 
work the next morning, they saw a 
big “7” chalked on the floor. So the 
night shift thought they were better 
than the day shift, did they? Well, 
they would show the night shift a thing 
or two. 





Experimental Casual Bar 
Increasing Salon’s Sales 


WINSTON-SALEM, N. C.—Thalhimers 
of this city have recently opened a 
budget type casual shoe bar on the 
street floor in addition to their regular 
shoe salon, located on the second floor. 

The new bar is located directly be- 
side the elevator to take advantage of 
passing traffic. Brisk business is re- 
ported and more coming each day. 
Originally one girl was assigned to the 
bar, but a second one has been added 
already. 

The decor includes walls of aqua 
blue with hand-painted Percolas. The 
chairs are yellow plastic finished in 
natural wood. Flooring is beige carpet- 
ing. 

Though chairs are located in the de- 
partment most of the business is ex- 
pected to be “standing.” Chairs will be 
added if developing business points in 
that direction. 

A few of the brands carried in this 
department include Comfy, Amalphi, 
Daniel Green and Oomphie. A _ possi- 
ble addition for Fall will be medium 
priced dress shoes. During the Christ- 
mas season the bar will be converted 
to perform as a slipper bar. 


They pitched in with enthusiasm and 
when they quit that night, they left 
behind them an enormous, swaggering 
“10.” Things were stepping up. Soon 
this mill, that had been lagging way 
behind in production, was turning out 
more work than any other mill in the 
plant. 

So put your audience on the stage. 
I can best sum it up with that old 
story about the tramp who was walk- 
ing down a country road. Farmer 
Jones came along and gave him a lift. 
Soon they passed Farmer Brown who 
solicitously inquired: 

“Hi, Si! What you got?” 

“Oh, jes’ a load o’ manure and a 
tramp.” 

No comment from the tramp. Soon 
they passed Farmer Johnson. Same 
question. 

“Hi, Si! what you got?” 

“Oh, jes’ a load o’ manure and a 
tramp.” 

Still no comment from the tramp. 
A while further Farmer Roberts came 
by. Same question. Same answer. 

Whereupon the tramp climbed up to 
the front of the wagon, tapped the 
farmer on the shoulder, and with 
righteous indignation said, “Please 
mister, mention me first!” 


Industry-Wide Opportunity 
In ‘New in Shoes” Program 
[CONTINUED FROM PAGE 53] 


CHANGE OVER”; broadening of the 
National Shoe Institute to include the 
New England Shoe and Leather Asso- 
ciation and the National Association of 
Shoe Chain Stores; in addition, there 
is a display kit which includes window 
streamers, badges, etc. to put the pro- 
motion over in the stores. 

This must, of necessity, be a cooper- 
ative effort if it is to be completely suc- 
cessful. SEPTEMBER 11, 1955 has 
been set for the Fall promotion and the 
National Shoe Institute has done its 
share to put the “NEW IN SHOES,” 
as well as the men’s “CHANGE 
OVER,” promotion across. They have 
prepared a four-page newspaper sup- 
plement, with an attractive cover that 
emphasizes: “DESIGNED FOR YOU 

-THE NEW IN SHOES FOR FALL 
1955.” The inside spread will show 
illustrations of women’s shoes with 
copy that points up the new features 
such as soft construction, slimmer sil- 
houette, important heel heights, colors, 
leathers, etc. The back page will be 
devoted to children’s shoes for Fall. 

To promote men’s shoes, the Insti- 
tute has prepared a four-page tabloid 
size section, with the cover playing up: 
“TIME TO CHANGE OVER TO NEW 
FALL AND WINTER SHOES” and 
three pages of photographs of men’s 
Fall and heavier weight shoes, together 
with editorial copy that emphasizes the 
slimmer, trimmer look; the continuing 
Italian influence, soft leathers for 

[TURN TO PAGE 80, PLEASE] 
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In Fashion’s Forefront 
[CONTINUED FROM PAGE 77] 


in Italy this year. Lots of open stripping sandals, T-straps 
and halter types are seen. Many barefoot lasts are being 
worn. The European women have complained of the nar- 
row treads but some custom bottiers are using them. Trick 
heels are being used, the unusual shapes being achieved by 
machine. Low and flat—down to one-quarter of an inch 
heels are popular in Paris for street shoes. 

In Italy the pastel colors, often in contrasts, are the most 
popular. In Paris women are still wearing black and white 
combinations which were strong in Italy a year ago. The 
Italians are using shrunken grains for their sport types but 
fewer than ours. 


Selling Casuals 
by BERNICE DECKER 
THE growing popularity of women’s casual shoes has done 


more than just increase sales for the shoe retailer. It has 
meant some marked changes in merchandising methods, 
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The Patio Shop, a separate casual shoe department with 
an outdoor feeling at Younker's, Sioux City, lowa. 


When casuals first came into the retailing picture, they 
were regarded as extra sales items. However, they have 
now won their own niche in the shoe business, so much so 
that they merit special departments, new display tech- 
niques, and their own advertising budget. Casuals are 
so definitely staples as far as modern shoe retailing is con- 
cerned, that no retailer can afford to be without them. 

For several years there has been an increasing trend to 
set casuals aside in a separate section within a store or 
department, Shoe stores that can afford the space, set 
aside a separate room, or at least a well defined depart- 
ment. Many department stores have found that it pays 
to sell certain soft rubber and fabric casuals over the 
counter, 

Casuals are also being shown and sold in settings sug- 
gestive of their use and with the properly coordinated 
clothes and accessories. They are being sold for a specific 
purpose. In other words, it is now possible to sell a ward- 
robe of casuals, as well as a wardrobe of dress shoes. 
There are shoes that are proper for slacks, others are 
suited for Bermuda shorts, others appropriate for short 
shorts. Casuals follow the trend in 
both formal and informal sports and leisure apparel and 
should be sold accordingly. 

Carson Pirie Scott & Co, opened a casual department 
entirely separated from the regular third floor department. 
This section, known as the Budget Casual Shoe Shop, is 


also ready-to-wear 
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TO OUTVALUE YOUR 
$9%5.51295 COMPETITION 


*YES, WE HAVE 98 STYLES 


IN STOCK 


backed by rapid in-stock service 


Yorktown 


Here — in an all-inclusive line-up of every wanted style 
and type from the new LOW PROFILE shoes to shock- 
absorbing AIR-TRED shoes — are the dominant values in 
the volume-selling $9.95-$12.95 fleld. And they're backed 
by the fast, reliable in-stock service that means faster 
turnover, bigger profits for you! 





Style 1057 nationally advertised in 


Cashmere Grom Li FE and ESQUIRE 


Style 1058 
Tan 








Cashmere Grain 
Style 1060 


Ma 
Cashmere Grain 
Style 1062 
Char-Brown 
Cashmere Grain 






Style 472 
Brown 
Cashmere Grain 





Wwory 
Smooth Leather 


Style 478 
Cherrytone 
Smooth Leather 


FOR CATALOG — or for Solesman to Coll, write: 


GARDINER SHOE CO., INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 


NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Los 
Buckingham & Hecht, francisco 


also makers of YORKTOWN SHOES for Boys 









Washington Newsreel 


Steep climb in the number of busi- 
ness mergers in recent years is a direct 
reflection of the cost squeeze that’s 
pushing many independents off the 
map. Some smal! companies are finding 
that they must combine with competi- 
tors or sell out to the leaders in their 
industry in order to avoid extinction. 

Influence to be wrought by guaran- 
teed-wage plans is yet to be determined. 
No one in Washington pretends to 
know just what is added to a company’s 
wage costs under a GAW plan. It is 
pointed out that the contracts signed 
by Ford and General Motors do not 
provide for anything “guaranteed,” 
“annual,” or in “wages.” (What GM & 
Ford agreed to, of course, was added 
company participation in payment of 
unemployment benefits up to 26 
weeks.) 

But studies of these two contracts 
being made by government labor ex- 
perts indicate strongly that any com- 
pany signing a GAW pact will neces- 

arily have to have tremendous re- 
serves of funds available in order to 
guarantee even 26 weeks of unemploy- 
ment aid, 
o + 

Spending for foreign aid is to remain 
at a high level in the fiscal year ahead, 
despite some sharp questioning the 
giveaway program is getting from 
Congress, from the Hoover Commis- 
sion, and from John B. Hollister, the 
new overseas aid boss. 

Fears have been expressed by some 
Truman holdovers in the Eisenhower 
Administration that Ike’s naming of a 
Robert A. Taft Republican like Mr. 
Hollister could only mean that drastic 
trimming of foreign aid was being 
planned. 

That's not the case, it is now evident. 


[CONTINUED FROM PAGE 46] 


Mr. Hollister tells Congress he is “100 
pet” behind the President and all his 
policies, including foreign spending. 
Foreign aid programs are quictly be- 
coming a permanent part of govern- 
ment policy. True, they are reviewed 





Retirement does not necessarily 
hasten death, the government’s top 
expert on aging reports. Contrary 
to rumors that the 
threshold to the grave, the experts 
have discovered that older persons 
today can continue to live produc- 
provided they pursue an 


retirement is 


tive lives 
art, a craft, further education, or 
maintain active interest in bettering 
the world we live in. 

Actually, retirement means sim- 
ply that a person is switching from 
one job to another. There is not 
one shred of scientific evidence that 
retirement itself hastens death. 





and rewritten each year by the Con- 
gress. But big-scale foreign assistance 
is now in its sixteenth year, and nei- 
ther political party shows any disposi- 
tion to shut it off—or even to whack it 
down substantially in size. 


* * * 


Employers and unions may lie to 
workers to influence them for or 
against a union, the National Labor 
Relations Board says, The board added 
in this unusua! but unanimous decision 
that lying by either side is proper as 


long as it does not influence votes to 
iandslide proportions. 

Says the NLRB: “Exaggerations, 
inaccuracies, partial truths, name-call- 
ing, and falsehoods, while not con- 
doned, may be excused as legitimate 
propaganda.” 

But the propaganda must not be “so 
misleading as to prevent the exercise 
of a free choice by employes in the elec- 
tion of their bargaining representa- 
tive,” the government lawyers held. 

7” * cm 

Local governments should get out of 
the parking business, according to the 
National Parking Association. 

Cheap nicke] parking meters in the 
highest priced locations in cities just 
don’t make sense and discourage the 
creation of needed off-street parking 
facilities by private enterprise, the 
Association argues. 

Private capital, the group asserts, is 
capable of meeting the public’s parking 
needs without “competition” from loca! 
governments. “There is no more reason 
for cities to provide accommodations 
for cars than there is for them to sup- 
ply hotel rooms,” the parking industry 
says. 

* - 4, 

Wilber Marion Brucker, Ike’s choice 
to succeed Robert T. B. Stevens as Sec 
retary of the Army, is familiar with 
both Michigan and Washington, D. C., 
politics. In 1930, he was elected gover- 
nor of Michigan, and has since main 
tained law offices in Detroit. For the 
past 14 months, he has been serving as 
general counsel for the Department of 
Defense in Washington. Born in Sagi- 
naw in 1894, he completed the law 
course at the University of Michigan 
in 1916 and was admitted to the state 
bar the same year. 





Industry-Wide Opportunity 
In ‘“‘New in Shoes” Program 


[CONTINUED FROM PAGE 78] 


tormy weather, etc. 

Newspapers have been most recep- 
tive to the idea of the “NEW IN 
SHOES” promotion from the very 
start, Originally, there were 500 news- 
papers that requested the promotional 
material. This number increased with 
each of the seasonal openings until 
now, for the Fall 1955 event, long be- 
fore the newspaper supplements and 
tabloids were off the press, there were 
requests from more than 750. In some 
cases they have prepared elaborate 
brochures to promote the “NEW IN 
SHOES.” A notable example is the 
effective white, gold and black 24-page 
hooklet prepared by the Los Angeles 
Evening HERALD EXPRESS “Set- 
ting the stage and selling the ‘New In 
Shoes’ to the West’s biggest volume 


80 


market.” The promotion included re- 
productions of the important editorial 
features, the advance advertising cam- 
paign and the entire “Special section 
that carried the ‘New in Shoes’ fea- 
tures and advertising to Southern Cal- 
ifornia’s biggest and wealthiest daily 
concentration of women buyers.” 

Now it is up to the retailers to make 
the “NEW IN SHOES” pay off in in- 
creased sales at the fitting stool. They 
can do it, too, by concerted effort. If 
all the retailers in a community would 
get together and talk, present, pro- 
mote and sell the “NEW IN SHOES” 
from September 11 through the follow- 
ing week, ten days or for the length of 
time that best fits in with their mer- 
chandising program, it could very well 
mean increased sales of shoes. Con- 
sumers never have too many shoes, 
They can always be sold another pair, 
if the new styles, colors, leathers and 
features are presented to them attrac- 
tively and enthusiastically. 


The “NEW IN SHOES” is dedicated 
to the idea of increasing per capita 
consumption of shoes by men, women 
and children. It can pay off through 
concerted and cooperative action on the 
part of manufacturers and retailers. 


Prudential Insurance Buys 
A. S. Beck Shoe Store Site 


BuFFALO, N. Y.—The four-story 
building at the corner of Main and 
Mohawk Streets, street floor and base- 
ment of which are occupied by the 
A. 8S. Beck shoe store, has been sold 
for $510,000. 

The Prudential Insurance company 
purchased the building from Mrs, Ethel! 
Gross of New York City. The Beck 
concern has signed a long term lease 
with Prudential, which will spend 
about $60,000 for modernization in- 
cluding installation of a new front 
and air conditioning. 
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Selling Casuals 


[CONTINUED FROM PAGE 79] 


located on the fifth floor as part of the store’s Budget 
Sportswear Shop. The department carries and shows shoes 
designed to be worn with current sportswear in the setting 
in which the sportswear is sold. Washable casuals are sold 
over the counter, although there are enough chairs and 
experienced sales personnel for customers to be fitted if 
they wish. The store’s regular brands of casuals are carried 
here. A storeroom is immediately adjacent to the depart- 
ment, so there is a complete range of styles, colors, and 
sizes on hand. Stock replenishments are made from the 
regular third floor shoe department as needed. 

The area is so laid out that it is possible for customers to 
select a blouse or shirt and skirt, slacks, or shorts, and also 
secure the proper shoes all at once. Emphasis is on the 
soft type casuals, although there is a wide selection of 
styles. They have been selected in consultation with the 
sportswear buyer, so that colors are appropriate. The 
department is staffed by girls from the regular shoe depart- 
ment, two for normal times, three or more when the season 
is at its peak. 

Carson’s has had previous success in giving special atten- 
tion to casuals, Early in 1953 a special area was set aside 
for women’s casual shoes. Incorporated in this was an 
At Home Slipper Bar. In addition to traditional house and 
boudoir slippers. many soft types of casuals were shown. 
The important feature was that a wide range of styles was 
openly displayed. The store has also maintained a slipper 
section just adjacent to the lingerie and negligee section 
for several) years. This related type of selling has been 
most successful and rewarding, 

Another trend in presentation of casuals has been the 
creation of appropriate selling areas within stores or de- 
partments. These need not be large areas. but should be 
specialized in merchandise and distinctive in appearance. 
These new departments have been given such names as 
Patio Shop, Terrace Room, Outdoor Spot. and Leisure 
Lane. Most of them try to give an outdoor and suburban 
leisure life feeling. Younker’s in Sioux City. Iowa. recently 
installed a Patio Shop in a small area of the regular shoe 
department, 

A gay canopy. a simulated brick wall, and modern 
terrace type furniture provide an attractive setting. A 
portable display unit shows 14 different styles of casuals. 
Other types are shown in shadow box type dieplay units. 

It should be pointed out that separate departments can 
be established by retailers for very little money. Often 
the expenditure of a few hundred dollars and the help of 
a local carpenter will accomplish the purpose. What is 
important ie to establish an outdoor setting. Conventional 
shoe department and shoe store furniture should not be 
used. The same type that individuals might use on terraces 
at home is ideal. 

Retailers are missing sales if they do not display casuals 
effectively. An entire style range should be shown. Sports 
and leisure costumes are now as varied as dress ensembles, 
and require special shoes for each. If a store lacks room 
for a separate department, a casual shoe bar or counter 
i a good substitute. This should be located so it can be 
seen by all customers on entering the store. Shoes should 
be displayed openly so they can be picked up and handled 
by customers. Many retailers have found that they sell a 
good proportion of washable casuals the year-round 
through this constant display. Such a casual bar can easily 
be turned into a gift slipper bar for the Christmas selling 
season. 
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BLUE or BURGUNDY 


SELL COLOR 
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BACK TO SCHOOL puts dollars in your till 
if you have style and sizes. RUGGIES offers 
you both. And there's one great advantage 
for you when you sell RUGGIES. That's 


repeat business! 


RUGGIES are genuine Goodyear welts, made on 
modern lasts, with left and right quarters. They're 
made to fit well—wear well—sell well. That's why 
shoe merchants all over America who feature 
this quality juvenile line know the satisfaction of 
seeing customers come back year after year. You 
can make that satisfaction your very ownl 


Write for new catalog featuring 
smartly styled juvenile shoes. 


_L, KREIDER’S SONS 


MANUFACTURING COMPANY 


PALMYRA, PENNA. 


Room 1050 MARBRIDGE BLDG., N. Y. C., N. Y. 















Carton Firm Head Perfects Medical Device 


Invention of C. Lloyd Claff, of 


Randolph, Mass., Helps Restore 


Nermal Functioning When Heart Beat Is Interrupted. 


A 34-year-old man’s life was saved at 
the Peter Bent Brigham Hospital in 
Boston, last Fall, because the operating 
room was equipped with a Claff Heart 
Defibrillator—an ingenious device de- 
veloped by a New England shoe box 
manufacturer, C. Lloyd Claff of Ran- 
dolph, Massachusetts. 

The heart surgeon, Dr. Dwight E. 
Harken, reported the dramatic incident 
to Mr. Claff in a letter soon after it 
happened. He said, in part: “I am sure 
you will be delighted to learn that the 
heart defibrillator which you built and 
donated to our Heart Service here at 
the Peter Bent Brigham Hospital saved 
a man’s life... (This instrument) will 
eventually allow us to attempt more 
difficult operations...” It provides an 
electrical pulse beat that helps to re- 
store the normal heart function, even in 
some cases when the heart beat has 
been suspended, 

The question that naturally arises 
when one hears about Lloyd Claff is 
this: How could the president of a shoe 
box manufacturing concern, M. B. Claff 
& Sons, of Randolph and Brockton, find 
time to develop a life-saving operating 
room instrument? How did he even 
know there was a need for such a thing 
as a heart defibrillator? 

After four years of pre-medical 
preparation at Bowdoin College and an 
interruption for wartime service in the 
Navy, Mr. Claff graduated in 1918. 
His dreams of a career in medicine 
seemed quite remote when his father, 
Mark B. Claff, asked him to come and 
help manage the shoe box business. 
Within ten years Lloyd had become 
president and treasurer of the company, 
a position he holds to this day. 


Inclined to Medical Career 


Lloyd Claff had studied for a career 
in science medicine, and he wasn’t going 
to forget about it. He decided to make 
science his hobby, With three brothers, 
Chester E., Leslie A., and Warren L, 
to help manage the company, this de- 
cision was made possible. 

A well-equipped laboratory in the 
basement of hig home, summer courses 
at the Marine Biological Laboratory at 
Woods Hole, Mass., where he is now a 
trustee and clerk of the corporation, a 
research fellowship in biology at Brown 
University and later a research asso- 
ciateship in surgery at Harvard Med- 
ical School made his early dreams a 
reality. 

A famous Canadian heart surgeon, 
the late Dr. Mercier Fauteux, doing 
research at Harvard, explained the 
problem of heart fibrillation to his 
fellow associate, C, Lloyd Claff. Soon 
the two were theorizing possible an- 
swers to the problem and planning the 
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Cc. LLOYD CLAFF 


research and testing that would be 
necessary. 

The first Claff Defibrillator was com- 
pleted about ten years ago—a time 
when other researchers were also seek- 
ing an answer to this problem. The 


original defibrillator was later rede- 


signed to make it entirely explosion- 


proof in the ether-laden atmosphere of 
an operating room. 

The Claff Heart Defibrillator was 
developed through the Single Cell Re- 
search Foundation, Inc., a non-profit 
organization established by C. Lloyd 
Claff for research. It is to the credit 
of a growing number of contributors 
from among shoe manufacturers, whole- 
salers and retailers that this work has 
been made possible. 

In addition to his defibrillator, Lloyd 
Claff holds patents for inventions in 
paper boxes, paper box machinery, and 
shoe stock control. Still another Claff 
invention is a self-heating insulated 
sleeve or boot to replace the conven- 
tional hot pack poultice in the treat- 
ment of infection in an arm or leg. 
This device, known as the “Claff Anto- 
therm,” was the subject of an eleven 
page article from the Mayo Clinic 
pointing out its usefulness. 

Among Mr. Claff’s other interests 
and activities are these: Red Cross, 
American Legion, Civilian Defense, 
Rotary, 32nd-degree Mason (Shriner- 
Knights Templar). He finds time to be 
vice-president and director of a local 
bank, the Randolph Trust Company. 
He has been elected a life member of 
the New York Academy of Sciences 
and the national science honorary 
society, Sigma Xi, and his write-up 
appears in WHO’S WHO IN AMER- 
ICA and in AMERICAN MEN OF 
SCIENCE. 


Compelling Shoe Windows 


Catch Consumers 
[CONTINUED FROM PAGE 57] 


window that is uncluttered and can be 
reproduced with such simple props as: 
The cutout of the Stadium is 3 D. 
Colors are black, white and touches of 
red. The red color beam of light is re- 
flected from the inside of the Stadium. 
The bull cut-out is reddish brown, 
white and black and the rope tying the 
bull to the shoes is yellow. The cut-out 
letters are in oxblood red color, while 
the sign from the Stadium is black and 
white. 

The second example proving Mr. 
Diehl’s contention is the window put- 
ting the emphasis on step-in shoes for 
men. The text was most effective and 
the signs were black background with 
white lettering. The fixtures, the shoes 
and the small model cars of early vin- 
tage all added up to eye-catching in- 
terest. 

Fashion has always been the window 
trimmer’s important ally and there is 
always some phase of it that can be 
emphasized effectively. For the past 
six months, stylists and fashion direc- 
tors have been putting the emphasis 
on the transition period. Starting at 
the manufacturing level, it is now just 
around the corner for the retailers— 
that time when smart women will be 
changing to dark cottons and other 
fabrics that are smart and fashioned 
to withstand the sultry days that are 
still part of the immediate calendar 
and the months ahead. Now is the time 
for shoe retailers to promote shoe 
fashions that will complement and co- 
ordinate with the transition period cos- 
tume or ensemble. 

As for sport themes, golf is actually 
a year-round game and for masters as 
well as novices, proper footwear is im- 
portant. S. J. Kaczmarek, Display 
Manager for Florsheim Shoe Shops, 
put the ingredients for this golf win- 
dow together for their Hollywood 
Boulevard store and it was very suc- 
cessful. The entire display was done 
in green and white, using a green grass 
rug, a white crushed granite border, 
white bench, green flower pot, white 
flowers, green and white ivy, green and 
white vertical background and huge 
white golf balls. The upper golf ball is 
mounted, half on the outside and half 
on the inside of the glass. The con- 
ventional spiked golf shoes, socks and 
clubs completed this very interesting 
and promotional window. 

Shoes are the commodity; windows 
the medium to put them across; and 
the merchants who tell their story with 
punch and emphasis and have the stock 
to back it up will find their business 
adds up to satisfactory figures. 


Mahney Shoe Gets Charter 


New ORLEANS, LA. — Mahney Shoe 
Corporation, 1133 Whitney Building, 
this city, has obtained a charter to 
operate shoe stores. 
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Editorial Outlook 
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making on their resources for it. Manufacturers are 
becoming alarmed at the speed with which these de 
mands have been snowballing. They say that these 
demands are sapping the vitality of national advertis- 
ing programs and are making it practically impossible 
to budget expenditures efficiently because funds al- 
located for a planned national effort are used to pay 
off cooperative advertising bills which arrive sporadi- 
cally, which are chronically late or for which no alloca- 
tions of funds have been made. They feel that excessive 
demands for cooperative advertising are a growing evil 
and one which must be corrected for the long term 
health and growth and orderly execution of shoe ad 
vertising programs. 

Cooperative advertising is worthwhile and beneficial 
when it is administered with intelligence and conscience. 
However, too often it becomes a device by which a 
manufacturer buys or is forced to buy his way into a 
store with a retail advertising program, the cost of 
which is far in excess of the results it could ever hope 
to produce in the sale of shoes or in the creating of 
consumer acceptance for the brand it features. Aside 
from being completely uneconomic and unjustifiable. 
the immediate effect of such practice is to pilfer dollars 
vitally needed for national advertising and to divert 
them to the selfish interest of those few retailers who 
are powerful enough to make excessive demands and 
to have them gratified. 

Even those manufacturers who permit such practices 
are alarmed at the speed with which these demands 
are multiplying and are most apprehensive of their long 
term implications. 

Many sound manufacturers feel that strong local 
cooperative advertising at the time an account is opened, 
followed by a program of limited duration with sub- 
sequent ads at seasonal openings, should establish and 
maintain local acceptance for a brand which is effec- 
tively backed by national advertising and that the re- 
sponsibility for any effort beyond that rests with the 
retailer and should be financed by him. Others feel 
that the burden of local advertising rests squarely on 
the retailer’s shoulders and that like rent, wages, light 
and heat, it must be included in his cost of doing busi 
ness. They suggest too, and with some logic, that 
nothing comes to the retailer “for free,” that coopera- 
tive dollars must come out of quality or the retailers’ 
mark-up. 


Florida Chain Expanding 
Miami, Fia.—E. J. Sanders, general manager of the 
Crittenden Bootery Company of Miami, announced the 
appointment of his son, Steele Sanders, as merchan- 
dising manager of the firm. The appointment is in line 
with plans for expansion of company stores in Miami 
and in other southeastern cities. 
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get set 

for your 
best season 
ever... 


send now 
for your ; 
NEW 
FALL- 
WINTER 
D9 










¢ Over 250 easy-to-sell tot-to- 
teen styles, including Skimmers 
at new low price. 

© America’s fastest, most 
thorough, most complete 
in-stock service! 


The new LA+CO*NI*ANS 
color catalog is loaded 
with over 250 of the most 
saleable styles in season! 
Just wait till you see the all-new 
styling that makes LA+CO+NI-ANS 
and La+co-Nt-ANs for DEBS 
the hottest children’s and 
teen-agers’ line in the ; 
land! Styled better, made 
better, LasCO*NI-ANS fit and 
wear better—that’s why they 

consistently sell better! Feature them 

this season. You'll be backed up by the best 
in-stock service — orders always shipped 

the same day they're received! Write for 
your new LA*CO+NI+ANS catalog today! 


pre-sold for you by ads in PARENTS’ « SEVENTEEN 
to retail profitably at about 95 95 
profitably 3°°' S 


LACONIA SHOE CO., INC., Laconia, New Hampshire + Phone Laconia 10 
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Cash in on the big 
“back-to-school” 
business 
with high quality, 
in-stock shoes by 


Ideal 


of Milwaukee 


BLACKHAWK 
POSTURE PRIDE SHOES 
Durable construction 
and quality work- 
manship to with- 
stand hard wear. 
Many patterns 
— for play 
or dress. 
$595 
retail 
range 


ACTIVE MAID 
AUTHENTIC 
FASHIONS 


Best in quality. Many 
new, exciting styles for 
CLASSMATE the modern teen. At- 
TRUE POSTURE SHOES tractive range of prices 
Finest craftsmanship — smart styl- —a real profit-maker 


ing. Made from top grade leathers. for you. 
Many atyles to choose from. $695 to $795 


Or retail 
$695 retail range 


Onda -today for “back to school” sales this fall! 
IDEAL SHOE MFG. CO. 


Division of Mid-States Shoe Co. * Milwaukee 12, Wisconsin 


Manufacturing and Markets 
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steady gain, and this has been reflected in increased orders 
in Fall versions, particularly in the softer and lighter ver- 
sions and those with surface interest. This is accompanied 
with a growing interest in the tailored suit shoe. There has 
been a definite demand in the trade for a more satisfactory 
suit shoe. The feeling has been that those of the past few 
seasons have been too much like dressmaker pumps and 
that the tailored shoe hasn’t kept pace with advances in 
styling. 

Children’s factories are just about on schedule with first 
orders scheduled to be delivered early in August. There 
have been heavy orders on the little pumps and flats in the 
+ to 9 range. The sweater pumps, particularly, are being 
bought in fair quantities to replace ties in some stores. 


New England 


NEw ENGLAND shoe manufacturers returned after the 
traditional week-of-the-Fourth factory shutdown for vaca- 
tions and immediately set the pace for what will be a busy 
production period over the next couple of months, at 
least. Practically all plants have good amounts of cutting 
ahead, most with pre-set delivery dates well into September. 

A solid Fall run of shoes in the New England area seems 
fully assured. The outlook is one of wholesome optimism, 
though not of a runaway nature. As one producer com- 
mented, “If the production outlook were any better we'd 
have reason to worry that we were building up for a 
serious letdown, But the present pace makes sense—-a 
wholesome level of activity in keeping with the pace of 
retail sales. This means there’s no retail inventory glut in 
sight.” 

Children’s shoe business in this area has begun to click 
at a level some five to seven per cent above a year ago on 
back-to-school shoe orders. Most children’s makers here 
are confident that orders will hold at least that level, and 
some are more optimistic. 

Incidentally, there’s some talk of the need and oppor- 
tunity for a big “second promotion” if launched around 
November 1, some 8-10 weeks after the first pair of back- 
to-school shoes are bought. States one children’s shoe 
manufacturer, “There’s just as much a mass need for new 
shoes around November 1 as there is around September 1. 
A strong promotion for that second pair of school shoes 
could conceivably bring a fine consumer response.” 

In the women’s lines the big shoe is the closed, rolltop 
pump. This presently is concentrated largely in the better 
grades and dress shoes. One factory has concentrated 
its entire production on this type shoe. A second leader is 
the opened-up sandal, now moving more and more into a 
year-round shoe. 

In-stock departments continue to enlarge, with more 
emphasis on fashion footwear. In fact, those plants with 
a wider selection of in-stock style shoes are reported to 
have cashed in handsomely on Summer business. 

The local truck strike in the metropolitan Boston area 
mildly hurt some manufacturers over past weeks. Sup- 
pliers, too, had difficulties, Shoes and supplies ordinarily 
vent via truck had to be sent via parcel post, railway, ete., 
which created some problems. 

[TURN TO PAGE 100, PLEASE] 
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Direct Mail Advertising 
Regulations 
[CONTINUED FROM PAGE 64] 


ently known to the owner of the mail- 
ing list. 

4. Indicate the head of the family 
where there are two names at one 
address. 

5. Furnish new addresses when per- 
manent forwarding addresses are on 
file for the customer. 

When figured on the basis of in- 
dividual checking in your store’s of- 
fice, you will save money through this 
service of the Post Office Department. 
An annual or a semi-annual checking 
through this service will keep your 
mailing list up to date. 

Another service provided to keep 
your mailing list up-to-date is the 
use of Form 3547 on third-class direct 
mail. This provision of the new Postal 
Manual! makes it possible for a shoe 
retailer to be notified when a_ piece 
of direct mail advertising is undeliver- 
able. To qualify for this provision, 
you must: 

1. Print on the lower left-hand 
corner of the envelope or card, “Form 
3547 Requested.” 

2. Show your return address on the 
upper left-hand corner of the adver- 
tising piece. 

3. Accept and pay the three-cent fee 


for each card notice delivered to you. 

4. Or, pay the return postage 
mail sent back as undeliverable. 

Your direct mail advertising with 
Form 3547 will be handled as follows: 

1. If the change is to another local 
address, the notice on Form 3547 will 
show the original address (and any 
mailing key used) and the new address 

2. If the change is to another post 
office, you must guarantee forwarding 
postage to be sure you will receive 
Form 3547 with the desired informa- 
tion. 

3. If you do not guarantee forward 
ing postage, the piece of mail will be 
returned with a notation of the new 
address and rated for collection at 
single piece rate for returned mail. 

4. If the mail is undeliverable and 
no new address is on file, the reason 
for non-delivery is noted on the mail 
and it is returned rated for collection 
at the single piece rate for returned 
mail. 

Shoe retailers using a mailing list 
month-after-month to promote shoe 
sales, will find this Post Office service 
well worth while. It keeps your list up- 
to-date at a nominal cost (you only pay 
for any changes), and you can elimi- 
nate the annual or semi-annual check- 
ing of the complete mailing list. 

The new Postal Manual has con- 
densed more than 4000 pages of rules 
and regulations into about 275 pages. 


on 





IN STOCK FOR IMMEDIATE DELIVERY 
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LADIES’ WEOGIE MOC made of Glove Cowhide 


sole 


Colors: Palameno 
Sizes 


Sizes 6-10 


~ MEN'S MOC 
Colors 
Sizes 6-13, ‘2 
Same os 816 with 
Sizes 6-13, '2 


LADIES’ MOC made of Glove Cowhide 


Palameno 
Sizes 


Colors 
ladies 


40) 
BACK 


Norrow 


made 


sizes 


3.10 
Children’s Sizes 6-2, no a sizes 


Copies of the Postal Manual are avai! 
able from the Superintendent of Doeu 
ments, U. S. Government Printing 
Office, Washington 25, D. C, Cost is onl) 
Shoe retailers using direct mail 
advertising on a regular basis may 
find a copy of this new Postal Manual! 
valuable in checking mailing plans. 


65¢. 


Other Colors Pushing Pink 
In the Men’s Fashion Field 


St. Louts—Though pink remains in 
the male fashion parade, it will get a 
lot of competition this Fall from such 
new colors as “mint green,” “cognac,” 
a golden cast, and “copen blue.” 

This is but one fact deduced from 
Fall fashions displayed here recently 
by 160 national clothing and accessory 
manufacturing firms locally sponsored 
by the Men’s Apparel Club of St 
Touis 

With the aforementioned 
particularly designated for shirts, a 
club executive said that for a man to 
“really look sharp in the eyes of 
American women,” he will wear two 
shirts daily—a colored one for day 
time, a white one for evening. 

In suiting, Fall will bring the “dark, 
slim look” with charcoal grays and 
browns continuing at volume. 

As a footnote to the exhibit, shoes 
were displayed in colors to match 
men’s suits and accessories, 


colors 


SUMMER 
TO SCHOO! 


Neolite type 


white and turquone 
3.10 Medium 


sizes included 
included 


$2.40 pr 
$2.40 pr 


' sizes 


of Gleve Cowhide. fFoom rubber insole 


Palomenoe and browr 
sizes inciuvded 


$2.40 pr 


rubber sole 


included $3.00 pr 


Foom rubber insole 
white ond turquoise 
lg sizes included $1.90 pr 
$1.80 pr 


Some os 566 with rubber sole 


ladies 
Children’s Sizes 


~ LADIES’ CREPE SOLE MOC 


Sizes 3-10, 
6-2, no '9 sizes 


2 sizes included $2.40 pr 


$2.35 pr 


made of Glove Cowhide thick 


crepe rubber sole with wedge. Attroctive thunderbird beod 


ing desigr 


Colors 
Sizes 3-10 


Palameno, 
'9 sizes included 


white ond chercoo! 


$3.00 pr 


LADIES’ HI-WEDGE MOC 
kitten glove cowhide 


Soft-as-a 


Palamenc, white 
to 10 Narrow 
2? sizes included 
3 to 10 Mediu 
2 sizes included 


Colors 
Sizes: 5 


chorcoo! 


$3.60 pr 


MOCCASIN CO., INC 


406 Portland Avenue, 


M nneapolis, PAT LALA) 


























thot sign 


I! varia- 


SIDE OR CENTER ZIPPER, 
tions on this style—in stock. 


Leather, black or brown. Suede, blue 
or white. 


Soles: Oak rubber, crepe. 
BOYS—D width, 1-7. 
MEN—D width, 6-12. 


4.20 net. 
fromm 4.80 net. 


DEPT. 31 





Miss Potkin, you must stop hovering so close to 
our customers are beginning to talk. 


Foor-KING ® MEANS MORE BUSINESS 


A. S. KREIDER & SON CO. 


PALMYRA PENNA. 
MANUFACTURERS OF GOOD SHOES SINCE 1894 


SALESMEN. We have some openings for wide-awake men 
who welcome a fast selling line. 


What's the use of beating around the 
bush? Retailers need volume and good 
markup to make a decent profit. So 
we're breaking our backs to give you 
quolity, style, widths, in-stock service 
and PRICE. And we can do it. LOOK! 


FOOT-KING shoes for boys and 
men offer a terrific potential if you're 
/ smart enough to capitalize on these 
outstanding features. LOOK! BOY 
RANGERS. Goodyear welts, sizes | 
to 7, widths A to E, leather linings and 
insoles. Your cost—only 3.50 to 4.25 
net, 

REG-E-STURD shoes for BOYS. 

Sold with a written guarantee of 

four (4) months wear. 

MEN'S SHOES. Goodyeor welts, 

sizes 6 to 12, widths B to EEE. 

Your cost—only 3.95 to 5.35 net. 
COMPARE! Then 
sample order. 


wire or write for 


315 CHESTNUT STREET 








Write Your Shoe 
Ads Better 


[CONTINUED FROM PAGE 55] 


and hug the heel and do all those other 
things better than any other shoes on 
the market. 

A page ad that a factory buys in a 
national magazine costs a young for- 
tune. Yet one of those blank pages 
with just one shoe and a couple of 
words telling one major point for that 
shoe would have more impact than all 
the clever artistry of words could pos- 
sibly have. This is an unproven point 
of theory but to the harassed shoe 


Ro 


store operator trying to find the right 
combination of selling words, it might 
be a good idea to quit trying so hard. 
Just use two GOOD selling words. 
Make your ad simple. The very sim- 
plicity will automatically make it 
good, 

Here’s another important point. If 
you try ads such as these, almost in- 
variably (and I repeat again I have 
tried and proven this idea several 
times) your own newspaper man will 
all of a sudden take more interest in 
you. He will like that kind of an ad 
and he will know that kind of an ad 
will sell. A newspaper man who likes 


an ad himself will baby it along, and 
see to it that you get a good break on 
location in the paper. 

If you question this, think of that 
pet pattern of yours that you insisted 
on buying when everyone advised you 
against it. You’re selling it because 
you like it, and because you like it 
you’re pushing it, and because you’re 
pushing it and liking it, you’re selling 
it. That’s just another way of saying 
that nothing succeeds like success 


What’s Wrong with 
Shoe Selling? 
[CONTINUED FROM PAGE 59] 


morning when you come in we will 
show you how to use the measuring 
device and take you through stock, 
then the assistant buyer will work with 
you on your first few customers. In no 
time you will have picked up so much 
information you will feel as if you have 
been with us a long time.” 

You have now let the new pe.son 
know that you do not intend to aban- 
don him; you are going to plan ahead 
for him so that there will always be 
someone he can turn to for needed 
help and advice. 

In this way 
strike number two. 

The discussion so far has dealt pri- 
marily with a department or large 
chain store operation and some short- 
comings that frequently occur in the 
hiring and training of new shoe people. 
Now let’s talk about the independent 
or individually-owned store’s approach 
to the problem. 

Do you remember that last young 
person you let out because you said 
he or she lacked the ability to become 
a good sales person? How much of your 
time did you give to training and in- 
struction? Were you so busy with 
bookwork, so busy with your com- 
munity activities, enjoying a leisurely 
lunch hour or keeping up your golf 
score that you were never there to 
help locate merchandise, to help with 
a difficult fitting or to help close a sale? 

And if you were there did you help 
with kindness and patience and show 
respect for him as an individual, or 
did you blast out and humiliate him 
like a boss who can’t tolerate stupidity? 

Who was the failure, you or he? 
You were the failure if you shirked 
your responsibility. You have all the 
important information stored up there 
in your head, knowledge at your fin- 
ger tips. But you failed to give your 
time, ability and patience to help the 
newcomer learn what he needed to 
know. 

No one learned the shoe business 
overnight; it was a long slow day-by- 
day process. In fact anyone in the 
shoe business who doesn’t learn some- 
thing new every day is selling both 
himself and his future business short. 

(TO BE CONTINUED) 
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RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


True Automation Seen Distant in Shoes 





Multiplicity of Styles Makes Electronic Factory Unlikely But USMC 
Reports Definite Approach in Linking of Machines 


BostoN—What is referred to as “an 
approach to automation” in the opera- 
tion of machines used in the manufac- 
ture of shoes is described in the an- 
nual report of the United Shoe Ma- 
chinery Corporation for the year end- 
ing February 28. 

True automation in the shoe field: 
“a machine or machines which will 
perform their operations through in- 
formation obtained from a punched 
ecard or electronic memory system, 
without the use of any operators or 
attendants,” is far away, the corpora- 
tion’s research experts believe, “be- 
cause of the many styles and conditions 
which have to be met in the making 
of shoes.” 

Signed by Sidney W. Winslow, Jr., 
chairman, and George R. Brown, pres- 
ident, the report, in its discussion of 
this approach to automation, describes 
experiments in the linking together of 
a series of shoe machines. “This,” it 
is said, “has made progress and we 
have in the past year assembled and 
tested such a group of four machines 
which, while normally requiring an 
operator on each machine, now only 
requires one operator for the four. 


“Many factors,” the report continues, 
“such as shoemaking conditions (under 
the control of the shoe manufacturer), 
production rates, economics and the 
like, come into this latest approach to 
shoe manufacturing, and it will take 
time before this equipment can be fully 
tried out and assessed for value. This 
experiment, if successful, is only the 
first phase of a very large, expensive 
and time-consuming developmental 
project.” 

The first experimental unit for the 
automatic assembly of electronic equip- 
ment was ready for factory trial in 
October, and as a result of the excellent 
performance of this equipment under 
actual production conditions, the con- 
veyor unit and machines for inserting 
one size of resistor are in limited pro- 
duction and orders are being accepted. 

“The B. B. Chemical Company con- 
tinues to explore the potentials of new 
synthetic resins and materials which 
are appearing in ever-increasing num- 
bers. Their activities are also extend- 
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ing more and more into fields other 
than the shoe industry. The new type 
of thermoplastic cement supplied in 
coiled form on a reel is a product of 
the research activity of this associated 
company, and more than 600 USMC 
Thermo-Cementing and Folding Ma- 
chines, Model B, employing this new 
type of cement are already in use. The 
new principle involved in this cement 
should find application in many other 
industries and during the past year 
experimental trials have continued in 
the fields of paper milk bottles, paper 
bags, packaging machinery, fibre cans, 
etc., with promising results. 





May Footwear Production 
Up 23 Per Cent from ’54 


W ASHINGTON—May footwear production 
of 47.7 million pairs was 23 per cent higher 
than the 38.9 million pairs produced in May 
of last year. It was one per cent lower than 
the 48 million pairs produced in April 1955, 
according to the Bureau of the Census, De- 
partment of Commerce. Figures include the 
estimated total production and shipments of 
factories which use conventional shoe machinery. 

The 1955 data are estimates of total factory 
production and shipments of shoes and slippers 
for the United States. The data are obtained 
from a scientifically selected sample of ap- 
proximately 550 companies. The 1954 data 
are estimated industry totals based on a 
monthly sample survey covering a group of 
manufacturers who accounted for approximately 
90 per cent of the fofal output in 1953. It 
is believed that the estimates for 1955 and 
1954, although obtained by different proce- 
dures are comparable. 





“Another interesting development is 
a line of small, pneumatically operated, 
portable machines for feeding and driv- 
ing tacks, nails, screws and staples. 
The basic machine is a hand-held de- 
vice in the shape of a gun. Upon actu- 
ating the mechanism, a fastening is 
immediately fed from a hopper holding 
a quantity of fastenings and is driven 
into the desired object. We are hope- 
ful that this equipment may find a 
substantial market in a variety of man- 
ufacturing industries ranging from 
woodworking to metal fabricating. 

“In our last report we mentioned the 

[TURN TO PAGE 90, PLEASE] 


Retailers Get Ad Pointers 
At International’s Clinic 


SAN FRANCISCO—More than 200 shoe 
retailers attended the International 
Shoe Company’s retail merchandising 
and sales clinic at the Hotel Fairmont 
here. They came from all parts of the 
Pacific Coast as well as Idaho, Mon- 
tana, Utah and Arizona, 

Earl Dawson, Kentucky; G. L. Combs, 
Kansas, and §. J. Yeager of Missouri, 
all shoe retailers, outlined some of their 
own personal experiences. Mr. Combs 
spoke on how “Personalizing Your 
Store Pays off,” going into practical 
details that other retailers could use. 
One suggestion was free shoe laces, 
tongue and metatarsal pads; give- 
aways for children, polishing shoes be 
fore delivering them to the customer. 

In his talk Steve Yeager proved that 
without operational controls a business 
cannot be successful. Mr. Yeager 
estimates that his business has in 
creased 5000 per cent in 17 years. 

Martha Weisler, owner of Martha's 
Advertising Service in Angeles, 
spoke on “Making Advertising Pay Off 
for Your Store.” 

Mrs. Weisler declared that advertis 
ing and promotions should be thought 
out in advance and recommended the 
man on the fitting good 
source of ideas. 


Los 


stool as a 


Newspaper advertising was recom 
mended above all other media, “Tie in 
a window with your ad with a dra 
matic presentation of your merchan- 
dise,” said Mrs. Weisler. “Tie in with 
an interior display. I advocate posting 
a copy of the ad in your window and 
also in a conspicuous place inside you 
store with the merchandise surround 
ing it,” 

The advertising expert also urged 
tieing in direct mail with newspaper 
advertising. “If you have charge ac 
counts.” she eaid, “you should consider 
it a must to have an insert go out with 
your statement each month. Another 
tie-in is outdoor billboards and car 
cards. Here again, the same layout 
idea can be carried out as follow-up ads 
in the newspaper.” 

A successful retailer, she thought, 
one who believes in advertising and 
promotion, should allow between five 
and seven per cent of sales for an ad- 
vertising budget. “This figure would 
cover newspaper space, production of 
ads such as art work, service and en 
gravings, direct mail, including post 

[TURN TO PAGE 90, PLEASE] 
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Cellfernia shoe retailers were 


quick to jump on the bandwagon in promoting 


"Golden Honey.” a newly-introduced West Coast leather, as shown by this 


elegantly conceived window display 


San Francisco—Another California 
fashion success story was written re- 
cently when several) famous names in 
leather products joined forces with 
the A. K. Salz Company, Santa Cruz 
tanners, in introducing an array of 
accessories in a new soft version of 
familiar California Saddle Leather 
to merchandisers of retail stores in 
the San Francisco bay area. 

The new leather, known as “Golden 
Honey,” a name derived from its 
natural gold color, achieves its “mat 
textured,” delustered soft finish through 
the use of tan bark which grows only 
on the coastal range of California. 
This same tan oak, according to Nor- 
man Lezin, president of A. K. Salz, 
was used more than a century ago to 
produce fine leathers and methods 
haven't changed much over the years. 
It is a slow, painstaking process re- 
quiring nearly three months. 

The wood from the tan oak tree, 
it is explained, is cut into short lengths 
and the bark peeled off. The bark is 
ground up and, combined with a gold 
aniline dye which gives its characteris- 
tic color to the leather. 

When the new leather was ready for 
market, individual shoe, bag and belt 
manufacturers took over to introduce 
“Golden Honey” as a leather fashion 
to harmonize with the new brown 
tones in ready-to-wear as well as an 
interesting accent for black and all- 
white. The results were seen at a 
Sheraton-Palace Hotel style showing 
for the press and merchandisers from 
the Emporium, San Francisco, and 
H. C, Capwell Company, Oakland, who 
in turn introduced “Golden Honey” 
to the consuming public through press 
clippings, and, at the retail level, 
through extensive window displays, in- 
terior promotions and newspaper ad- 
vertising, 

Capturing the spotlight afoot at 
the showing were five shoe styles made 
by Deb Shoe Company of St. Louis. 
These included “Deb Moc,” a flat hee! 
walking shoe; “Jupiter,” a sling on 


by H. C. Capwell, Oakland, Calif. 


an illusion heel, cut low with an open 
toe; “Our Love,” fringe around the 
throat of vamp, illusion heel with 
arrowhead on upper part of shoe to 
add back interest; “Punti,” sandal 
with illusion flat heel, square back 
and toe; and “Roman Fair,” a flat 
with a tie-on at the top of the vamp, 
hand stitched around the top of the 
shoe. 

Ganson joined the parade fashion 
with three handbags, Sockett presented 
belts with square leather covered 
buckles while Sheldon represented the 
wallet field, 

Like California Saddle Leather, the 
new soft-finished tannage tells the 
steer’s life story with all of nature’s 
handiwork exposed to view. Branding 
iron marks, healed heel fly bites, 
scratches, wrinkles and sears are all 
in evidence. Specially designed tags 
to tell the leather’s history and to 
explain the marks are attached to 
the aforementioned branded products 
to convey the story to retail customers. 

Among the newspapers giving exten- 
sive coverage to this new California 
fashion story were the San Francisco 
Call-Bulletin, the San Francisco Chron- 
icle, the San Francisco Examiner, the 
San Francisco News, the Oakland 
Tribune and the Oakland Shopping 
News. 

Immediately thereafter, the items 
featured in the showing were promoted 
at the Emporium in San Francisco and 
Stonestown as well as Capwell’s in 
Oakland and Walnut Creek. 


Dale Keller Crosby Manager 


-Dale Keller 
new Crosby Shoe 


Mr. Keller has 


is man- 
store 


FREMONT, O. 
ager of the 
opened here recently. 
been in the retail shoe business for 
more than 30 years and has been as- 
sociated with the Louis Ostrov Shoe 
Company for more than 25 years. The 
new Crosby Store unit is the sixty- 
seventh unit owned by the Louis Ostrov 
Shoe Company, with headquarters in 
Akron. 





Dates to Remember 


Shoe Show, Tri-State 
Association, Hotel 


Shoe Travelers 
Statler, Buffalo, 
July 17, 18, 
Week and 
Open House, New York Shoe Whole- 
salers Association, Duane, Church 
and Reade Streets and West Broad- 
way, New York City..... July 17-20, 
Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York 
Aug. 7, 8, 9, 10, 
Second Annual Merchandising Clinic, 
Gold Suite, Savoy Plaza Hotel, New 
York . Aug. 8, 
Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, New 
York ; Aug. 9, 10, 
Semi-annual Spring Style Conference, 
National Shoe Retailers Association, 
Hotel Plaza, New York Aug. 10, 
Annual Golf Tournament, New England 
Shoe Foremen and Superintendents, 
Merrimack Country Club, Methuen, 
Mass. .. ; . Aug. 13, 
Golf Tournament and Outing, St. Louis 
Chapter, 210 Associates, Norwood 
Hills Country Club Aug. 16, 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel 
Aug. 21-24, 
Advance Spring Market Week, New En- 
gland Shoe and Leather Association, 
Statler and Touraine Hotels, Boston 
Oct. 2, 3, 4, 5, 6, 
Canadian Shoe and Leather Foir, Shera- 
ton-Mount Royal Hotel, Montreal 
Oct. 9, 10, tI, 12, 
Notional Shoe Fair, Chicago 
Oct. 24, 25, 26, 27, 
Shoe Show, Tri-State Shoe Travelers 
Association, Statler Hotel, Buffalo, 
N. Y. ; Nov. 6, 7, 
Annual Spring Shoe Show, Indiana Shoe 
Travelers Association, Inc., Hotel 
Claypool, Indianapolis 
Nov. 6, 7, 8, 
Spring Shoe Show, Southeastern Shoe 
Travelers, Hotels Henry Grady, Dink- 
ler, Peachtree and Piedmont, Atlanta 
Nov. 6, 7, 8, 9, 
Spring Shoe Show, The Southwestern 
Shoe Travelers Association, Southland 
Hotel, Dallas .. Nov. 6, 7, 8, 9, 
Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel William 
Penn, Pittsburgh. Nov. 12, 13, 14, 15, 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines 
Nov. 13, 14, 15, 
Spring Show, Popular Price Shoe Show 
of America, Hotels New Yorker and 
McAlpin Nov. 27-Dec. |, 
Fiftieth Anniversary, Boot and Shoe 
Travelers Association of New York, 
Statler Hotel Nov. 29, 
Forty-second annual Mid-Atlantic Shoe 
Show, Hotel Benjamin Franklin, Phila- 
delphia ; . Jan, 15-18, 
Convention, Empire State Footwear As- 
sociation, Onondaga Hotel, Syracuse, 
N. Y. Jan. 23-25, 1956 


1955 


1955 


1955 


1956 





Albert Winter Made Manager 

Van Nuys, CAL.—Albert Winter is 
now manager of Clark’s Bootery, Inc., 
here, succeeding O. O. Jones, who is 
presently in charge of the Lancaster 
Store. Mr. Winter was at the Stein- 
bach Company store in Asbury Park, 
N. J., for five years prior to March, 
1954, when he came here. 
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Shoe Service Group 
Hears State Senator 


New YoORK—-New York State Sena- 
for Frank D. O’Connor was the leading 
speaker at a mass meeting called by 
the newly formed Shoe Service Asso- 
ciation of Greater New York, Inc., to 
extend its organization and to consult 
on problems facing the membership— 
shoe repair shop owners, shoe re- 
builders and custom shoe makers. 

The organization was formed in 
April, 1956. About 175 were present at 
the meeting. 

Lester L. Levy, chairman of the 
group’s board of directors, said his or- 
ganization, with the help of Senator 
O’Connor, was instrumental in defeat- 
ing legislation introduced in Albany 
last February, which would have elim- 
inated anyone in the shoe business from 
making orthopedic corrections, general 
shoe corrections, custom-made _ shocs 
and plastic cast work without a 
prescription. 

Senator O’Connor told the group he 
would not, at first, have made any ob- 
jections to the ‘egislation after a cur- 
sory reading, without the appearance 
of a delegation from the Shoe Service 
Association in Albany. 

Mr. Levy said the organization was 
formed to make educational facilities 
available to members for improving 
their efficiency and keeping abreast of 
modern developments which are rap- 
idly changing the shoe industry, to 
meet the threat of loss of volume, to 
spread out insurance benefits and to 
take up pressing labor problems. 

Mr. Levy said the shoe service in- 
dustry of New York numbers 
than 12,000 shoe repair and custom 


shops, 6,000 of which are in Manhattan. | 


Other speakers included Louis 
Gugliemo, consumer products mana- 
ger of Dow Corning and Dr. Lewis 
Lewy, director of the department of 
shoe therapy of the New York College 
of Podiatry. 


Shoe Man, Medical Society 
Seule Complaint Amicably 


PHILADELPHIA Dr. Morris Wax 
recently settled amicably certain litiga 
tion instituted by the Chiropody 
Society of Pennsylvania and the Phil 
adelphia County Medical Society. 

The settlement agreement stated 
that Dr. Wax did not admit any of the 
statements in the complaints, and it 
was expressly stated also that 
settlement did not in any way affect 
Dr. Wax’s right to practice chiropody 
in accordance with the license he holds. 

Benjamin Finn, executive secretary 
of the Independent Shoemen com- 
mented that this legal action and the 
legislation now pending in Harrisburg 
for the State of Pennsylvania threat 
ens every shoeman who puts a 
metatarsal pad in a shoe, and the 
further defamation of character in 


the 
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more 


| Promotion . . . 
| backed by national magazines 


this case is also potentially a threat 
to every shoe man. The shoe industry in 
Philadelphia supported Dr. Wax in so 
far as fitting and selling shoes was 
concerned. 


Golf Tourney Winners, Ohio 
Shoe Travelers, Announced 


CoLumMBus O.—The winners of the 
Ohio Shoe Travelers Club golf tourna- 
ment, climax of the Ohio Shoe Fair, 
was announced by M. C. Swan, public 
relations chairman for the Club. The 


tournament was held at the York Coun- 
try Club with Chris Miller in charge. 


America's LARGEST Selling 


Children's Rubbers 


We Send Mothers into 
Your Store... to BUY! 


Be ready for “totes” Fall and Winte: 


will tell 


MOTHER it’s WET OUTSIDE 
“totes” keep little feet dry 
Tie-in your store. Build traffic, get new 
customers. Run your own “totes” news 
paper ads. We’l! pay FULL COST per 
Write for 


shoes clean 


mat 


FREE 


Feseeseeeee 


our special plan. 


today. 


new 


STORE 


STREET 


CITY 


Include Newspaper Ad 


Include New 


inciude 


Order from 


newspapers coast to coast, 


@ sales-maker display 


So-Lo MARX RUBBER CO. 
715 Cincy, Loveland, O. 


PLEASE RUSH .... 


Talking Samples 


The results in the retail division: 
low net, Bill Prosser; low gross, Phi! 
Ryan; both of the Morehouse Fashion 
Company. The results in the wholesale 
division, low net, M. C. Swan; low 
gross, Herb Lape, Jr. The Boot AND 
SHOE RECORDER Trophy was won by the 
low net of both the wholesale and retai! 
divisions, the winner being Herb Lape 
of the Julian Kokenge Company. 

In addition to the above, three indi 
vidual contests were sponsored. The 
winners were: longest drive, Herb 
Lape; closest to the pin, Phil Ryan; 
and longest putt made on the eight- 
eenth green, Phil Ryan. 


INCREASE Back to School Profits 


EASY to put on—HARD to outgrow 
because they S-T-R-E-1-C-# 


© Pure Latex 
Rubber 
High enough 
for full protec- 
tion 
Tough, long 
wearing soles & 
heels 


# BO (3'/2-9'/2) Sug. Ret. 
#80-TT (10!/2-3) Sug. Ret. $1.39 pr 
Super-"totes with Scuff plates 

and inner linings. (10!/2-3) 

Sug. Ret $1.69 pr 
Colors: (All styles) Red, Brown. 


Let us send you this 
Date 


. PREE DISPLAYS TO: 


NAME 


STATE 
Mats i Col., [}] 2 Co 
Catalog <cnd Price List 
for counter display 


totes 


your loca! wholesaler or mail coupon today 





‘ 6K member, Independent Shoemer 


I'm the 


Eager Beaver. 


I'm independent, and 
want to stay that way. 
I'm sure it will pay you 
to investigate the 


WOLVERINE 
dress shoes 


PLEDGE to 
INDEPENDENT 
SHOE DEALERS 


QUICK DELIVERY — 
Prompt attention to all orders 


WOLVERINE Vi 
AY) 
AW 


Men's shoes for dress and casual wear 


$8.95 — $12.95 


Dealers, address inquiries to: 
MEN'S DRESS SHOE DIVISION, 
WOLVERINE SHOE AND TANNING CORP. 
ROCKFORD, MICHIGAN 


True Automation in Shoes 
Seen as Distant Prospect 
[CONTINUED FROM PAGE 87] 


organization of an ordnance depart- 
ment in our Research Division and dur- 
ing the year a substantial portion of 
our research personnel and facilities 
has continued to be applied to Govern- 
ment work. Contracts have included 
work for the Army, Navy and Air 
Force, as well as subcontracts under 
the Atomic Energy Commission.” 

Total volume of business during fis- 
cal 1955 was reported at $66,823,742. 
Net income after taxes was $7,177,481, 
slightly less than the 1954 figure of 
$7,618,688. Regular dividends of $1.50 
per share were paid on the preferred 
stock and $2.50 on each share of com- 
mon stock, unchanged from the pre- 
vious year. 


Retailers Get Ad Pointers 
At International’s Clinic 
[CONTINUED FROM PAGE 87] 


age, window displays, and radio and 
television participation.” 

One of the important tips Mrs. 
Weisler gave the clinic was this: “The 
shape of an ad is very important. A 
6-column by 14-inch ad, for instance, 
will dominate the whole page and yet 
consumes only half a page of space. 
Also, there are fewer ads that the com- 
posing room of a newspaper can crowd 
around unusually shaped ads.” 

Another guest speaker was James 
Watson of James Watson Associates, 
Bronxville, New York. To the vast 
amusement of the entire audience, Mr. 
Watson dramatized the awful habits of 
some sales personnel, followed by sug- 
gestions for improving a clerk’s ap- 
pearance, his customer approach. He 
outlined how suggestive selling, which 
he claims is the keystone of all good 
selling, can be developed to the benefit 
of shoe clerks, store owners, and, ulti- 
mately, the customer. 

Oscar Wilkinson, representing Amos 
Parrish Inc., New York City, said there 
should be no “summer slump” or any 
other lag in business, if the shoe re- 
tailer is alert to all the ways of pro- 
moting and encouraging business. 

It was brought out by other speakers 
that “need” is not important in encour- 
aging a customer to buy a pair of 
shoes. A “desire” must be created; this 
can be done by newspaper advertising, 
attractive windows, use of direct mail, 
radio and television advertising. 

W. Sheppard included three rules for 
successful window displays: take your 
time to plan a window display; have 
the proper setting, and be sure to fol- 
low thru on your well-laid plans. 
Mr. Sheppard also urged the use of 
animation, 


Weyenberg Dividend Voted 


MILWAUKEE—Weyenberg Shoe Man- 
ufacturing Company directors declared 
a regular quarterly dividend of 50 cents 
on common stock of record June 15. 


| Sell the whole family . . . 


GODING 
BOOTS 


Wellington 
Boots 


Boots took to the air wide- 
ly during World War II when 
the Australian aviators adopt- 
ed Wellingtons. Your profits 
will soar, too, if you stock 
Goding Wellington Boots in 
all sizes for men and boys. 


They’re built to the exact- 
ing specifications required by 
their originators, but with an 
important improvement — 
genuine Goodyear Welt Con- 
struction. With rubber heels, 
they’re tops in style and com- 
fort. Ask cyclists, military 
men or students. 


Goding also manufactures 
other Service Boots for men 
and boys and Cowboy Boots 
for ladies, men and children 
—all with genuine Goodyear 
Welt Construction, 


Write today. We'll gladly 
send you our free illustrated 
booklet so you can see 
Goding’s full line of Well- 
ington Boots, Service Boots 
and Cowboy Boots . . . in the 
true colors of the expertly 
tanned leathers used to make 
them. 


Soalesmen: A few 
choice territories are 


open. Write today. 


GODING 


BOOTS 


INC. 
PARIS, ILLINOIS 
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Shoe Retailer Has 
Planned Operation 


COLORADO SPRINGS, CoLo.—‘We feel 
that we owe to brisk competition at 
least part of our success because com- 
petition keeps us on our toes,” states 
Ray W. Allen, manager of Vorhes Shoe 
Company, which is this year cele- 
brating its sixty-fifth anniversary as 
the oldest exclusive shoe store and the 
one with the largest stock in southern 
Colorado. Mr. Allen has been with 
the company for 15 years, the last three 
as manager, and cites “on our toes” 
business methods as consisting of well- 
trained salesmen, nationally known 


High Style Shoe Retailer 
To Open French Style Shop 


MiaAMi BeacH — Joseph Orchow, 
president of Barri’s Shoes for Women, 
Lincoln Road, left for a New York buy- 
ing trip. Before his return, he will 
book passage for an extended study 
tour of Europe. 

Specializing in shoes in the $30 to 
$75 range, he says he secures ideas 
from many sources and combines these 
to bring unusual models to this lim- 
ited clientele. This November he will 
open a second shop in the Fontain- 
bleau Hotel here and follow its French 
decor in the layout of his shoe store. 





trade-name shoes, complete inventory, | | 


“size-up” enthusiasm, complete record 
file of customers, and effective adver- 
tising. 

The Foot-Saver department is the 
training ground for salesmen, each of 
whom is coached by old members of the 
firm for several weeks before he is al- 
lowed to fit shoes for the customer. Dur- 


ing this apprentice period he becomes | 


familiar with the trade names for 
which this family-type shoe store is 
known. Nine salesmen are employed at 
present, plus one hosiery-bag sales- 
lady. 

“Of equal importance to successful 
selling is knowing what we have to 
sell,” Mr. Allen says, “and toward that 
goal we have constant inventory—one 
girl does nothing but _ inventory. 
Through this method we know what is 
selling, what moves slowly, what stock 
to discontinue and when. 

“We know what sizes are out of 
stock, and we are all, managers and 
department heads, ‘size-up’ enthu- 
siasts. On Monday morning waiting on 


the boss’s desk is the size-up report, | 


notations of every size of every style 
that has been sold during the week. 


These sizes and styles are then reor- | 


dered, with the exception of novelty 


numbers which are ordered in season 


only.” 


A file record of this “customer data” 
is kept, sometimes for as long as 10 


years. This proves helpful in direct | 


mail advertising since it enables alert- 
ing the customer of new styles in their 
number, and has been of inestimable 
value in the days when Colorado 


Springs trade was made up of visiting | 


tourists. Even with the permanent 


growth now enjoyed by the resort city, | 
brings in | 
many mail orders from tourists who | 
have visited, bought, liked—so they re- | 
order, knowing their size is on record | 


this personal service still 


and a fit is assured. 


Besides this direct mail type of ad- | 
vertising to established customers, Mr. | 


Vorhes carries on an active newspaper 
advertising campaign, increasing the 
budget to reach new prospects as 
changing times demand. ‘“Back-to- 


School” promotion stunts with appro- | 
priate prizes mark each anniversary. | 
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Mr. Louis C. Weld, President of G. W. Chesbrough Co., 
with a Denis Browne 


the new Cosyfoot surgical shoe 


“It's usually a problem and a hardship for par 
ents to meet the expense of corrective shoes 

“This was brought home to me very clearly 
when one of my daughter's children needed 
a surgical shoe, | was amazed at the high 
price she had to pay...and decided to do 
something about it. 

“We put all 57 years of our shoe-making 
experience into designing a brand-new sur- 
gical shoe without sacrificing quality. Your 
customers can afford to buy it and it is avail- 
able to you at a low price. You can offer par- 
ents a real help—and make those parents your 
friends and customers for years to come. 

“Let me tell you about the new Cosyfoor 


COLOR: White, Etk 


SIZES: 000, 00, 0, 1, 2,3, 4 


Steele Sanders Merchandise 
Head for Crittenden Bootery 


MIAMI, FLA. — Steele Sanders has 
been appointed merchandising manager 
of the Crittenden Bootery Company, it 
was announced here recently by E. J. 
Sanders, general manager of the firm. 

Crittenden operates Selby shoe stores 
in Miami, Coral Gables, Fort Lauder- 
dale and West Palm Beach and shoe 
departments in department stores in 
Tampa, St. Petersburg, Jacksonville, 
and Savannah, Ga. 

Mr. Sanders has been Pacific Coast 
representative for Town and Country 
Shoe Company, of St. Louis. 





Straight last, 
rigid sole 
revents buckling 

or warping 





Firm counter holds 
heel gently, 
without slipping or 
undue prewure 


ed 


showing 








splint 


surgical, It's designed for use with or without 
Denis Browne or night splints. It's a pre 
walker on a straight last, The open toe allows 
for normal growth. You can see toes are 
correctly aligned. You can make sure the heel 
is set fully down in the shoe. 

“Notice the toe area is as wide as the ball 
measurement, This allows the foot to grow 
Straight, without pressure from inner or outer 
edge. This shoe is made to hold its shape, 

“Write for a trial pair of these moderately 
priced surgicals, Show them to your orthope- 
dic surgeon and pediatrician. Test them with 
him and get his approval. Then take advan 
tage of the opportunity waiting in this field.”’ 


narrow and wide 


Full pairs, split pairs or single shoe orders filled — no extra charge. 





MAIL COUPON 
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G.W. CHESBROUGH, INC. 


797 SMITH STREET + 


ROCHESTER 6, N.Y 
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PEEK-A-BOOT 
Glitter” 


or clear plastic 


finest 
quality 
fastest 
rainboot: 
in America 
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~ PEEK-A-BOOT ine. 


1604 So. Flower St. - Los les 15, Calif. 
Warehouse Stocks: New York, 2 East 44th St. 
Chicago, 150-154 W. 63rd St. 

























McDonald, Croff Merger 
Forms Chain of 101 Stores 


HAsTINGs, Nes.—The J. M. 
ald Company chain of junior 
ment stores will have 








acquiring the J. P. 






August 1. 
McDonald 





company a total of 101 






shoe departments, 
dent J. M. MeDonald, Jr. 
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McDon- 
depart- 
10 additional 
family footwear outlets as a result of 
Croff Company, 
with headquarters at Sheridan, Wyo., 
through a merger to take effect by 
The merger will give the 


stores in the Midwest, all with family 
according to Presi- 


Agreements which already have be- 


; 









4 reasons why 
Crosby Squares 
will build business 


and profits 
for you 


P: 


A prominent Denver shoe retailer recently installed this one-of-a-kind handbag 
bin selector to push the sale of handbags and combined handbag and shoe sales. 


DENVER ‘Compartment 
bags of a type in an individual display 
bin has considerably accelerated hand- 
bag sales in the smart new fashion 
footwear store of Fontius Shoe Com- 
pany, here. 

The smart new contemporary store 
centers Denver's newest and largest 
midtown shopping center with empha- 
sis on “open merchandise” throughout. 
In designing the store, Harry Fontius, 
prominent Denver shoe retailer for 
more than 25 years, installed a hand- 
bag display fixture alongside the cash- 


display” 
which features no more than five hand- 


ier’s stand on the left side of the store. 

Included are 15 compartments in pol- 
ished gray hardwood, each offering a 
separate style of handbag in the mod- 
erate to better price bracket, and with 
a limited number to choose from. 

“All of our handbag styles are chosen 
directly to complement existing shoe 
styles and colors,” Mr. Fontius said 
“By limiting the number, the cus 
tomer’s choice is more quickly devel- 
oped and we have found we stand a far 
better opportunity to make a twin sale 
of handbag and shoes.” 





come effective call for a stock conver- 
sion of the 10 Croff stores to the Mc- 
Donald firm, which has its executive 
offices and warehouse division here. 
Name of the Croff stores wil! eventu- 


ally be changed to McDonald, Mr. Mc- 
Donald said, and all Croff store-level 
personne! will be retained in the Mc- 


Donald organization. 

W. F. Vestal, president and majority 
stockholder of the Croff company, will 
become a director of the McDonald 
company. His son, Robert, vice-presi- 
dent of Croff, will continue with Mc- 
Donald in an executive capacity. 

The 10 Croff stores are located at 





Sheridan, Wheatland and Riverton in 
Wyoming; Bozeman, Sidney and Miles 
City in Montana; Rexburg and St. 
Anthony in Idaho; Deadwood, S. D., 
and Ainsworth, Neb. 

The 91 McDonald stores are in Ne- 
braska, Kansas, Oklahoma, Texas, New 
Mexico, Colorado, Wyoming and Iowa. 
Floyd Nelson is head buyer of foot 
wear, with cffices in Hastings. 


Chicago Travelers Appoint 

CHICAGO — Appointment of Mrs. 
Grace Platt as new office manager for 
the Shoe Traveler’s of Chicago has re- 
cently been announced. 
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@ Nationally advertised 
@ Styled for today’s tastes 
© Outstanding in value 


© America’s finest shoe 
in its price field. 





Edwards Shoe Stores 
Elects New Officers 


ATLANTA, GA.—Edwards Shoe Stores, 
Inc., operators of stores and leased 
shoe departments in the Southeast and 
Southwest, announced several promo- 
tions of personnel. 

D. L. Spielberger is the new president 
of the firm. Other officers serving with 
him will be Harold Yudelson, executive 
vice-president; Ben Rosenberg, vice- 
president, and Morris Manning, secre- 
tary-treasurer. 

Mr. Yudelson, who has served as 
president for the past 30 years, was 
named chairman of the board. 

In addition to the new officers, R. K. 
Pugh was appointed advertising and 
publicity director, and Morton Lerner, 
formerly with Bloomingdale’s, New 


York, was appointed supervisor of 
stores. 


Shoe Industry Veteran 
Opens Cancellation Shop 


CLEARWATER, Fia.—J. F. Hollings- 
worth who owned the shoe department 
in Frank’s Department Store for five 
years, has opened a cancellation shoe 
store at 715 Cleveland St. At present 
only women’s and children’s shoes will 
be carried, but he plans to add a 
stock of men’s footwear in the near 
future. The shop will be self service 
in so far as women are concerned, but 
there will be custom fitting for chil- 
dren, with the Weatherbird a featured 
line. 


Mr. Hollingsworth has been in the 
shoe business 35 years in the manufac- 
turing and retail ends of it, and held 
positions with the International and 
Brown Shoe Companies of St. Louis 
and with Ault Williamson in Maine. 











Shoes in the Sport News 


f — 













With the opening of the hunting season a month or so away, sportsmen start 
thinking about outdoor footwear. Here are three styles by Milwaukee Shoe com- 
pany designed for out-of-doors promotion, left to right: Mahogany elk moccasin 
oxford; 6" Ranch tan plain toe blucher; 10 inch boot in California waterproof 





July 15, 1955 


upper with neoprene crepe rubber sole. 








A Step 






to oe, 


Distinetion 







Woodward & Lothrop Exec 
Heads Distribution Group 


WASHINGTON, D. C. — Philip M. 
Talbott, senior vice-president of Wood- 
ward & Lothrop, has been appointed 
chairman of the Domestic Distribu- 
tion Department Committee of the 
Chamber of Commerce of the United 
States for the year 1955-56, according 
to an announcement by A. Boyd Camp- 
bell, chamber president. Mr. Talbott 
is a director of the chamber. 

The Domestic Distribution Commit- 
tee studies national problems affecting 
wholesaling, retailing, advertising and 
service businesses, 
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.. + with your Exclusive New 
Handbag Merchandising Plan 


* Enjoy Increased PROFITS with NO RISK 
.. « NO INVESTMENT! 


* Now Operating Over 150 Departments! 


Lead the town in handbag fashion with the 
most complete, the most beautiful department . . 
brimming with “hot” numbers sent to you pre- 
paid weekly ond coordinated with your shoe 
| operation, ideal for any store~SMALL or LARGE. 
| GUARANTEED PROFITS without loss of markdowns 


GET THE FACTS TODAY! 


HANDBAG MERCHANDISING CO. 
66 E. Randolph $1., Chicago, Ili. 
Gentlemen: Please RUSH complete details on 
the Handbag Merchandising Plan without 
obligation. 

Firm. 
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YOU CAN SELL MORE PAIRS / &%, | 


White Shoe Care 


is Easy with 


FREE KLEENETTE FOLDERS 
KLEENETTE UPPERED SHOES 


AND 
WRITE A. H 





Terminated Contract Plan 
Recommended by Chamber 


WASHINGTON—Legislation to insure 
prompt and fair settlement with indus- 
try of terminated government contracts 
similar to the Contract Settlement Act 
of 1944, was recommended to Congress 
today by the Chamber of Commerce of 
the United States. 

The Chamber proposals would provide 
a peacetime plan for contract settle- 
ment between government and industry, 
eliminating the need for hasty legisla- 
tion in event of war. The plan would 
be tailored to war-time requirements. 

The proposals were contained in a 
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AVAILABLE FOR 
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NOW 


SONS CO. CHICAGO 27 


draft outlining amendments to the 
Armed Services Procurement Act of 
1947. The latter replaced the 1944 law 
but contained no provision for settle- 
ment of terminated contracts. The 
draft was sent to Chairman Car] Vin- 
son of the House Armed Services 
Committee. 

In addition to effecting reenactment of 
most of the provisions of the 1944 law, 
the Chamber’s proposals provide that 
the authority of the present Board of 
Contract Appeals, made up of repre- 
sentatives of the Army, Navy and Air 
Force, be transferred to the Assistant 
Secretary of Defense for Supply and 
Logistics. This would eliminate settle- 





ment of appeals by officials responsible 
for the original contract. 

The proposals also would transfer the 
authority of the Contract Settlement 
Board, set up under the 1944 law, to 
the Secretary of Defense. 





Retailers Buying 
Suedes for Fall 


BostoN—Encouraged by the number 
and size of orders received, New En- 
gland shoe manufacturers, almost 
without exception, are optimistic. With 
cutting of leather for advance Fall 
orders practically completed, many 
manufacturers, at the end of their early 
July vacation period, are concentrating 
on building up their in-stock depart- 
ments in anticipation of re-orders ex- 
pected following early Fall retail 
openings. So strong has been the de- 
mand for shoes that a number of com- 
panies with factories on the North 
Shore, notably in Haverhill, elected to 
remain open during the week ended 
July 11 in order to fill orders calling 
for immediate delivery. In these fac- 
tories, vacations will be staggered. 

To date, the early demand has been 
for suede leather shoes for women as 
well as for smooth black and brown 
leathers. Many of these colors and 
finishes will be found in styles designed 
for back to school and college promo- 


tions. In men’s shoes, brown is ex- 
pected to share the limelight with 
black. In both the woman’s and chil- 


dren’s divisions, an increase over last 
year is expected. 

Leather prices are firm, especially for 
calf in both men’s and women’s weights, 
and there are rumors of higher prices 
to come later in the season. 





Announces Ad Plan 
To Boost Retail Sales 


LOVELAND, On10—Greater volume for 
shoe retailers is the keynote of plans 
for the coming season of the So-Lo 
Marx Rubber Company, with factories 
here. 

President Joe J. Marx has announced 
the largest advertising schedule in the 
history of the company. Large “totes” 
newspaper ads, timed with the weather, 
will appear in more than 75 cities. In 
addition “totes” ads will appear in a 
long list of national magazines. 

These ads will dramatize to the 
reader every feature of “totes” and 
unlike most factory-run ads, they will 
tell the price which is maintained coast 
to coast. Thev will also tell the reader 
where “totes” may be purchased by 
including local store names and ad- 
dresses in the ad, at no cost to the 
dealer. This has proved most effective 
in every area where it has been used 
and has produced a definite response in 
extra sales volume. 

In addition, the company pays the full 
cost of retailers’ own newspaper ads 
on “totes” under its special plan. Mr. 
Marx says that his company is setting 
aside the largest budget ever assigned 
for this type of advertising. 
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“ ? new Restep line 
and your cus- 
tomers will love 
you for bringing 
these exciting 
SHOE STORES... des fo ten If You Still Demand The Best 
AND PROMOTIONAL adds ny ate Constructed of soft, flexible, luxuri 
SHOE BUYERS : ous alligator grain leathers. With 
profitable court. foam rubber cushioning from heel 
ship in your de to shank, handlasted and featuring 
WEIL BOWLS ’ partment. our revolutionary new flexible 
construction 
With quality jobs, cancellations and ’ sdpauansy 
closeouts in nationally known BRANDED Suggested 
FOOTWEAR... Really fine shoes bought 
DIRECT from the best known makers. retail 
Our prices are in line with our nationwide price 
reputation for “Quality Shoes Since ‘32”. $8 95 In Brown, Red, Honey and Black. 
OPEN A CANCELLATION SHOE STORE IN YOUR TOWN : oe ppt Po 
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SAMPLE ROOMS: New York BR 9-9697-8-9 
newly-enlarged and remodeled Western 
Ranchman Outfitters, 210 West 16th 
Street, where the entire store has been 
given an additional 4500 square feet of 
a floor space to bring the total to over 
12,000 feet. Moccasins also will be car 
ried in the new footwear department 
according to Sol W. Bernstein, pro 
prietor. 

Walls in the boot department are 
colored green while the ceiling is con 
structed of flakewood placed between 
redwood beams. The tiled floor is gray 
with brown and coral accents. The 
department has a separate stockroom 
to facilitate service to customers A 
complete new lighting system is a com 
bination of cathode and incandescent 


4 mechanically-refrigerated air condi 
tioning system also has been installed 
for the entire store 





A. H. MILLER FRED H. BEER 


Western Ranchman Outfitter Wa 
New York —Gimbels Department for men’s shoes, Gimbels main floor. founded by Mr. Bernstein in 1930 and 
store announced two executive shoe He was assistant buyer for children’s has been enlarged twice since then 
department appointments. and teenage shoes. Before joining prior to the remodeling just completed 
A. H. Miller, appointed buyer for Gimbels, Mr. Beer was associated with It claims to be the first store n thi 
children’s and teenage shoes, will buy the children’s and women’s shoe de- country devoted entirely to Wester: 
for the main store here and for the partments, Lord and Taylor’s. He at- wear 


branch at Cross County Shopping Cen- tended New York University’s school A feature of the new store is th 
ter, Yonkers, N. Y. He was assistant of retailing. Western-type front A redwood sur 
buyer in the same department prior ee louvre extends over the sidewalk, while 
to his appointment. Mr. Miller has Western Shoe Store Claims the front is accentuated by columns of 


been associated with Gimbels since his . ’ ° native Wyoming store, This is also 

graduation from the College of the Top Cowboy Boot Display used in portions of the interior. Di 

City of New York in 1951 with a CHEYENNE, Wyo.—The largest dis- play windows are accented by redwood 

degree in retailing. play of cowboy and cowgirl boots in and Philippine mahogany and illumi 
Fred H. Beer was named buyer the entire West is claimed for the nated by a new lighting system 
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Shoe Sales Rise 15 Per Cent 
With Glass Slipper Stunt 


Austin, TEX.—A publicity tie-in with 
the Austin premier of the “Glass Slip- 
per” movie provided a 15 per cent gain 
in shoe sales volume for all three 
Kara-Vel Children’s Shops, according 
to Irving Ravel, co-owner of the stores 
featuring “shoes and fashions for 
young moderns.” 

Using “glass slippers” made solely 
for the promotion by Weber Shoe 
Company of Tipton, Mo., the stores 
launched their fanfare with Mr. 
Ravel’s appearance on a local television 
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100 Freeway Boulevard 








program. At that time the “lucky size” 
was drawn from a “Dress-Ups by 
Alexis” box. The slip bearing the win- 
ning size was taped inside the “Glass 
Slipper” and an invitation was ex- 
tended to all young girls to register at 
one or all of the three stores, the first 
one trying on a “Dress-Ups” shoe in 
the lucky size to be declared the mod- 
ern Cinderella. 

Mrs. Irving Ravel appeared on an- 
other morning television program to 
discuss the contest and to give a re- 
sume on fashion trends in children’s 
footwear. The week-long promotion 
was supplemented with 62 radio spots, 
half the cost of which was paid by 


Kara-Vel, the other by the cooperating 
Queen Theatre. 

Meanwhile the three stores kept a 
running record as to the time the vari- 
ous children registered and finally, on 
another television broadcast, Mr. Ravel 
appeared to announce four and a half 
year-old Claudia Campbell as the win- 
ner. She was the first to try on the 
winning size, 91/, A. 





A big glass slipper silhouette dominated 
the display windows of Kara-Vel chil- 
dren's shops throughout the week-long 
promotion. Also shown are special dis- 
play shoes and panels of photographs 
from the "Glass Slipper" movie. 


Throughout the contest, the Kara- 
Vel stores featured special window 
displays dominated by huge silhouette 
display pieces depicting the glass slip- 
per. The displays also included panels 
of picture scenes from the movie as 
well as a collection of Summer foot- 
wear fashions. These were courtly 
pumps of clear vinylite finished with 
silver kidskin 9/8 heels, the high-riding 
vamps decorated with jewels. 





Remodeled $35,000 Store 


POUGHKEEPSIE, N. Y.— Warshaw’s 
358 Main Street, here, is moving Au- 
gust 17 into a much larger store at 350 
Main Street. Samuel Warshaw, owner, 
estimates that remodeling and decor- 
ating costs according to his plans at the 
new location will run to $35,000. Mr. 
Warshaw has been in business in 
Poughkeepsie for 10 years and is active 
in civic affairs. Four months ago he 
opened another store at 71 Albany 
Avenue, Kingston, N. Y. 





Air Force Vet Appointed 


ELIZABETH, N. J.—The appointment 
of Herman S. Goldfarb as buyer- 
manager of the Morris Stores’ shoe 
department in Metuchen, N. J., was 
announced by George Ziss. Mr. Gold- 
farb was formerly associated with 
Ruthals here in the same capacity. 
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insoles, fine se- 
lected upper 
leathers. Also 
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First fully insulated boot 
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Nationally advertised. 


made of leather! Offer your 
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ORDER FROM YOUR JOBBER NOW 
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Shown at the ceremony marking Harvey Kopp's return to shoe retailing are, left 
to right, Frank Bruess Marvin Miller, Arthur Luce, treasurer of the Stacy-Adams 
Company; Mrs. Harvey Kopp, Harvey Kopp and Gus Rolling. 


St. Louts— Harvey Kopp, well-known 
St. Louis clothier, has returned to his 
first love—shoes. Recently he resigned 
his post as president of Wolff’s Cloth- 
iers, Inc., one of St. Louis’ most fash- 
ionable men’s specialty shops, to open 
his own retail shoe store at 310 North 
Sixth Street. 

Mr. Kopp is well-known to the shoe 
trade and well-versed in men’s foot- 
wear having formerly directed the shoe 
department of Boyd’s, Inc., another top 
specialty shop for men here. He became 
a vice-president of Boyd’s, resigning 
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that post to join Wolff's. 

The new shop, now in the final stages 
of completion although already open 
for business, carries Stacy-Adams 
footwear. 


Glynn’s, Founded in 1892, 
To Open Store in Suffern 
NYACK, N. Y. Philip T. Glynn, 
owner of Glynn’s Shoe Store here, will 
open another store at 52 Lafayette 
Avenue, Suffern, N. Y. 
Glynn’s was founded in 1892 by Philip 





Glynn’s father, Thomas, who operated 
the store until his death in 1922, 
The new store will be managed by 
Mr. Glynn’s son-in-law, Donald M. 
Murphy, and will be a family type op- 
eration. Florsheim, Foot Pal, Red 
Cross, Delmanette and Stride Rite shoes 


will be carried. Mr. Glynn’s son, 
Thomas, now in President Eisenhow- 
er’s Honor Guard, will be assistant 


manager of the new store on his re- 
lease from the Army. 


Merchandise Mart Citation 
To General Wood of Sears 


Cuicaco—General Robert E. Wood, 
retired chairman of Sears, Roebuck 
& Co., has been elected to The Merchan- 
dise Mart Hall of Fame. He is the 
first living merchant to be selected 
as one of the country’s all-time mer 
chandising greats. 

The winner’s name for the 1955 
selection was revealed by B. Ear! 
Puckett, chairman of the board, Allied 
Stores Corp., and Bernard F. Gimbel, 
chairman of the board, Gimbel Bros 
Inc., at a dinner in the Merchants and 
Manufacturer’s Club in The Merchan- 
dise Mart. Five hundred of the na- 
tion’s ieading financiers, industrialists, 
and retailers attended the merchan- 
dising industry’s “Oscar” ceremonies. 
His likeness will be immortalized in a 
heroic sized bronze bust to be installed 
on The Merchandise Mart Plaza. 
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Retail Fair Traded 
3040 SERIES 


The back-to-school crowd's 

pet penny moccasin, a real 
value at this low pricel With 
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P., Waynesville, N. C. 


Atom Blast Background for Schiff’s Store 


A news photographer was up at five o'clock in the morning to catch this recording 
of the atomic blast in the Nevada proving grounds and also caught Schiff's shoe 
store in the foreground. 


expect to see his store form a fore- 
ground for an atomic blast which was 
set off earlier this year in Las Vegas, 
290 miles away. 


HUNTINGTON Park, CALir.—Schiff’s 
Shoe Store is an important part of 
this city’s business life, but David 
Mendell, manager, probably did not 


oi 


However, as the photograph above 
shows, there’s Schiff’s right out in 
front. Photographer W. R. Barnett of 
the Huntington Park Daily Signal was 
shooting the glare photo for his news- 
paper from the roofs across the street 
at five o’clock in the morning with this 
result, 

This is one of ten modern shoe stores 
in the Schiff chain in the Los Angeles 
area and Mr. Mendel! has been manag- 
ing this store since it was built seven 
years ago. 


Old Footwear Name Absorbed 


OMAHA, Nes.—A name associated 
with men’s footwear in Omaha since 
1882 is being discontinued. Browning- 
King & Company, men’s clothing and 
shoe division of Thomas Kilpatrick & 
Company since 1934, will be known as 
Kilpatrick’s Men’s Store from now on, 
according to Daniel W. Campbell, 
president of Kilpatrick’s. 

Browning-King originally was part 
of a national chain. Stock was gradu- 
ally sold to local managers and the 
Omaha unit eventually became the 
Browning-King Company of Nebraska. 
Since being taken over by Kilpatrick’s, 
it has built a reputation as headquar- 
ters for high quality footwear for men. 
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Buyer Harry Voss Promoted 
To Shoe Supervisor by Stix 


Sr. Lours—Harry Voss, formerly as- 
sistant buyer in the women’s better 
shoe department of Stix, Baer & Ful- 
ler, has been promoted to supervisor 
of all shoe departments for Stix’s new 
Westroads store to be opened late this 
summer at Brentwood and Clayton 
roads, St. Louis County. Mr. Voss, 
who joined the Stix organization in 
1952, previously was associated with 
Swope Shoe Company, an independent 
retail shoe store, for 10 years. 

Other Westroads appointments in- 
clude that of Theodore Flax to serve 
as department manager for women’s 


AND SHOE RecorpDEeR. Due to the tie, 
a duplicate bowl was provided by the 
RECORDER. 

Other golf prize winners were M. 
McGregor, R. Giesche, W. Reed, J. 
Margrass, J. Smetzer, Norm Canty, L. 
Persky, and Sam Sourika. Miss G. L. 
Allen won the trophy for the best 
game of golf by a lady. 

Norm Canty served as master of 
ceremonies. Bill Stamm and Jerry 
Camras were in charge of awarding of 
prizes. 


Children’s Shoe Sales Lead 


Syracuse, N. Y.—According to Vin- 


better shoes, budget shoes, moderate- | 


priced shoes, slippers and play shoes. 
He presently is in charge of stock in 
women’s budget shoes for the down- 
town Stix, Baer & Fuller store. 

Leo LaBarge, who has been named 
department manager for men’s and 


boys’ shoes, presently heads stock of | 


these categories downtown. 


Bruce Rosen, buyer of men’s shoes | 


in the basement store downtown, has 
been named manager of men’s furnish- 
ings and sportswear in the Westroads 
store. His downtown replacement has 
not been named. 


Evelyne Farber, formerly associated 


with Weber Shoe Company, manufac- 
turers of girls’ footwear, will manage 


the children’s department of Stix, Baer | 
& Fuller’s new “Westroads” store when | 


it is opened later this Summer. 


MecAn Leases Newest Unit 





YONKERS, N. Y.—The newest unit | 
in the Thom McAn shoe store chain | 


will get under way 
the Cross County Center, under terms 
of a lease signed today with the Mel- 
ville Realty Company. 


immediately in | 


The new unit, a family type store, | 


was leased by Roger 


Smith, acting | 


as broker for the Cross County Center | 
and Alan Ornstein, attorney for the | 


shopping center. Space 
5000 square feet, located in the newest 
building of the Center. 


Two Tie for RECORDER 
Golf Trophy in Chicago 


Cuicaco—The largest turnout on rec- | 
ord, both for golf and the dinner, | 
was reported for the annual golf out- | 
ing of the Shoe Traveler’s Association | 
The event was held June | 
24 at the River Forest Country Club. | 
re- | 
tailers for the President’s Golf Trophy. | ' 


of Chicago. 
There was a tie between two 


As a result M. Fields of Krom Bootery 
and Jack Kron of Central Bottery will 


involved is | 


cent Peterson, manager of G. R. Kinney 
Company’s branch store in Shopping- 
town, sales of children’s footwear now 
exceed those of women’s dress shoes 
in the popular suburban shopping 
center. 

Kinney’s Shoppingtown b ranch, 
opened in the Spring of 1954, was the 
company’s twenty-sixth unit to be 
located in a shopping center and the 
first of its kind in central New York 

The store carries a full line of 
children’s shoes from infants through 
teens. Mr. Peterson reports that young 
couples with growing families account 
for the majority of the store’s busi- 
ness, 


‘Buntees smooth, patented one-piece 


vamp actually cradles baby’s foot 


like genuine Indian moccasins. 


of true moccasin construction, 
plus refinements that result 

in handsomely designed, 
comfortable baby shoes. 


each be entitled to keep the trophy for | 


six months. It must be returned for 
next year’s golf outing. Any retailer 
who wins it three years in a row is 


Buntees incorporate all the best features. 





ae 


entitled to keep it permanently. The | 7 
permanent trophy for this same divi- ' 


ee aoe os ' v “ i 
sion is a silver bow! awarded by Boor | P R. J. POTVIN SHOE co Y, Brockton 26, Mass. 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 84] 
e | There continues to be talk about price rises in the offing. 
| “Causes” being cited consist of higher United Shoe Ma- 
chinery rates; the higher minimum wage; trucking and 


America's shipping rate increases; the steady rise in wage rates. 

#3210A | However, almost none of the producers in this area believe 
Most Distinguished that price increases will be seen in Fall footwear, though ¢ 

Shoe Store Furniture se a many are anticipating them when the Spring lines are 


introduced at the Fall shoe shows. 


Bring a final touch of distinction | 
to that new store you're planning; L A ] 
brighten up your present layout with OS nge es 


beautiful, colorful, practical 
Chelemecters faraieuse, You'll be Optimism is running high among the Southern California 


amazed at how effective and inexpensive manufacturers regarding the 1955 Fall season. Judging 
a Chairmasters installation can be! both from orders already placed and from buyer interest 
These are just a few of the many chairs | indicated, it has been generally estimated that business 
in the complete Chairmasters line of should be 12 to 15 per cent higher than last season. 
shoe store fcrniture, | Luster calf, a big item here for Spring and Summer, has 
been high on the sales list for many, particularly in black, 
brown and navy. Contrasting trims on high style women’s 
COMPLETE CATALOG ON REQUEST shoes will be very important. One firm reports that two 
fabric combinations have been especially successful: black 
suede with satin trim and mat calf with peau de soie or 
satin trim. Several firms indicate good buying on vinylite 
models, either solid or in leather combinations. 
| Following the trends already noted, the silhouette is 
| closing up. Pumps with the higher throatline have a de- 
cided edge over the sandal, open toe and halters. The few 
exceptions have been some high style houses who report 
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strong sales in dressy sandals and general open look 
models. 

Despite the fling into colors for Spring and Summer, 
black is dominating the Fall color picture. Varying shades 
e | of the brown family are strong contenders, and navy blue 

remains a basic, but strictly in the minority class this year. 

INC, The tailored or walking shoe effect is a leading style for 

women’s flats or flat wedges. Fringed tongues, simple col- 
lars and ties are the popular trims. Orders are split 50-50 
between suede and smooth leathers, with other finishes 


200 EAST 146TH ST. NEW YORK 1, N. Y. 


almost inconsequential. Here, too, black is the primary 
color, with the brown shades and red in second and third 
place. 

A surprising number of orders have been placed for the 
mid-heel, according to most of the firms. These orders run 
the gamut from very dressy to very tailored pumps, and 
all place high importance on the 18/8ths height. 

| Slippers for the junior miss will emphasize the same at- 
| home glamour that is found in adult styling. Velvets and 
| brocades with jeweled and flowered trim are expected to be 
| important gift items, 


Parking Plan Jumps Sales 
Cueyvenne, Wvyo.—Downtown shoe stores have unan- 
imously endorsed a new plan effected by Mayor Val Chris- 
tensen to set aside parking space in the central shopping 








THE “KIDDIE FITTER" 


Length—6 ft. area exclusively for tourists. Three shoe stores reported a 

Height—3 ft. noticeable increase already in tourist buying of Western- 

Depth—25 in. styled foot-wear, with the out-of-town shoppers remarking 

| favorably about the parking facility. 

* Engineered and Built * Priced Right | Twenty-four reserved parking stalls were set aside for 
for Durability © Upholstered in Lustrous | tourists on Sixteenth Street. Results have been so satisfac- 

* Designed Expressly Plastic Colors to | tory that establishment of similar tourist parking now is 
for Shoe Stores Specifications | planned in the business district. 
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Edison Promotes Manager 
To Merchandising Post 


St. Louis — Hy Albahari, former 
manager of Edison Brothers Cole’s 
Shoe Store in Toledo, has been pro- 
moted to a merchandising position in 
the firm’s home office here, it was an- 
nounced. 


HY ALBAHARI 


In his new post, Mr. Albahari will 
be associated with the Chandler’s Divi- 
sion under the direction of Louis 
Liebson, vice-president. He will mer- 
chandise a group of Chandler’s stores 
with French Room Originals. 

Mr. Albahari joined Edison Brothers 
nine years ago as a salesman in the 
Rochester Baker’s Shoe Store. Com- 
pany officials said his promotion to 
the home office merchandising staff is 
but one of a series of such promotions 
planned. Enlargement of the staff, 
they said, is necessary because of the 
company’s rapid expansion in the past 
few years and the new stores contem- 
plated for the near future. 





Named Women’s Shoe Buyer 


Albert MacAdams, who came to the Bos- 
ton Store, Milwaukee, as buyer of 
women’s better shoes in 1953 from Halle 
Brothers, Cleveland, has joined Powers 
Dry Goods Company, Minneapolis, Minn., 
as buyer of women's and children’s shoes. 
Mr. MacAdams started his shoe retail- 
ing career at Halle Brothers, where he 
remained five years as associate buyer 
of women’s dress shoes. 
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Group Preparing for 1956 
Shoe Retailer of the Year 


New YorK—Shoe stores doing out- 
standing year-round promotion of man- 
ufacturers’ brands again have the op- 
portunity to qualify for national Brand 
Name Retailer-of-the-Year awards, it 
was announced by Henry E. Abt, presi- 
dent of Brand Names Foundation, 

Details about the 1955 competition 
released by Mr. Abt reveal that up to 
five shoe stores will be in the group of 
award winners to be honored at the 
Brand Names Day-1956 dinner April 
18. 

Winners in the eighth annual compe- 
tition to be sponsored by the Founda- 
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Outstanding selection of popular styles 
including 
embroidered 


wanted colors 


Blum's well-made, smartly styled slippers 
at economical prices have been bringing 


retailers repeat business since 1855, 






tion will be selected by a panel of 24 
judges representing firms which were 
honored as Retailers-of-the-Year in 
their fields last April. Harvey L. Farr, 
president of Farr’s, Ine., Allentown, 
Pa. shoe stores, winner of the 1954 top 
plaque in this field, will serve as a 
judge. 

The Foundation has official entry 
blanks and fact sheets about the com- 
petition which are available without 
charge. With each entry blank and fact 
sheet, the Foundation sends retailers 
an illustrated brand namos idea-book 
prepared especially for retail firms de- 
siring to engage in more effective, con- 
tinuous promotion of brands through- 
out the year. 


Find It 
Here! 


Unsurpassed. 


fur-trimmed moccasins, 


hard soles. All 


latest 
satins, men's 


and sizes. 


BLUM SHOE MANUFACTURING COMPANY 
DANSVILLE, NEW YORK 


Please send me your Centennial Year Catalog #120 


131 





























































‘ 








Write for “In Stock” catalog of 
VOLUME SALES BUILDERS 


Every important quality tested and 
approved by the United States Testing Co. 


Awarded Parents’ Magazine 
COMMENDATION SEAL 


e Famous for FLEXIBILITY. 
« Goodyeor Welts. 
e Neolite Soles and Foam Rubber Fillers. 


e Reknowned for Long Wear Mileage. 
e Unmatchable to feature at $4.95 to $6.95. 


Write for “IN STOCK” catalog of fast-selling Summer and Fall Styles 


Chesapeake Shoe Mfg. Co. 


603 DUNDALK AVE. © BALTIMORE 24, MD. 


S) Denver West: Chesapeake Shoe Co. of Calif., 543 Mission St., San Francisco, Calif 
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Hot Weather—Bare Feet and Shoe Salesmen 


With hot weather here, 
smart shoe salesmen are 
their merchandise 
ving their try-on 
customers a more comfort. 


They're inexpensive, easy to handie, and satisfy your 
rder from your jobber, or send for a free 


D & K COMPANY, INC. 


The 
DISPOSABLE 
try-on socks 





NOW FOR 
IMMEDIATE 
DELIVERY 











Dan Cohen Shoe Company 
Elects New Officers 


CINCINNATI—New executives for the 
Dan Cohen Shoe Company, with head- 
quarters at 2370 Reading Road, were 
reported recently following the annual 
organization meeting of directors. 


Cohen, formerly secre- 
tary-treasurer, was elected president 
to succeed the late Dan A. Collier. 
Daniel M. Collier was named board 
chairman, Herman Godfried, former 
assistant secretary-treasurer, becomes 
vice-president. Dana N. Cohen was 
elected secretary-treasurer. 

The company owns and operates 66 
Dan Cohen and Collier’s retail shoe 
stores in 13 states through the Mid- 
west and South. 


Sigmund M. 


At an adjourned stockholders’ meet- 
ing Lucien G. Strauss and Morris L. 
Effron were elected directors. They 
fill vacancies on the board caused by 
the death of Dan A. Collier and re- 
tirement of Herman Weiss. A!! officers 
of the firm and Jack L. Roth were re- 
elected directors. 
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Edison Brothers Sets Hawaii 
Store Opening for October 


An architect's sketch of the proposed 
front of the Leed's Shoe Store to be 
opened at Fort and Hotel Streets, Hono- 
lulu, by Edison Brothers Stores, Inc. in 
October, 1955. if will be located in the 
heart of the downtown district, close to 
such famous retailing names as the 
Liberty House Department Store and 
Mcinerny. 








MAJORETTE BOOTS 
LEADING the PARADE IN VALUE! 


Made of white elk unlined with white tassel pull 
straps and oak composition soles. 

B 6707 C width 3i72 to 9 $4.6 
For the small fry, a short boot of white elk un- 
lined with oak composition soles and white tassels. 
B 6705C width 82 to 3 $3.00 
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One of Oldest Family Stores 
Changes Site Fourth Time 


WATERTOWN, N. Y.—E. P. Elitharp, 
Inc., one of the north country’s oldest 
family shoe stores, has opened its doors 
at its fourth location in 50 years 

The firm’s new quarters, where it 
moved after 23 years in the YMCA 
building at 109 Washington Street, are 
located in the chamber of commerce 
building, 30-32 Public Square. 

According to Charles N. Park, man- 
ager of the store and president of the 
corporation since 1951, the new loca- 
tion provides more stock room as well 
as greater display space in the store 
itself and in window areas. This will 
mean a wider price range for buyers 
of men’s, women’s and children’s shoes. 

Mr. Park and Howard B. Elitharp, 
the son of the founder and still con- 
nected with the corporation as an offi- 
cer, combine almost 100 years of ex- 
perience in the retail shoe business. 
Mr. Park’s father, a friend of E. P. 
Elitharp, established his own shoe 
store in Syracuse, the Park-Brannock 
Company, in 1906, two years before 
Mr. Elitharp founded the local firm. 
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Four Shoe Stores Occupy 
Key Shopping Center Space 


Detroit — Four shoe stores occupy 
key positions in the recently opened 
Seven-Mack Shopping Center, on the 
far east side of Detroit at Seven Mile 
and Mack Roads. This is a community 
shopping center, grouped around a de- 
luxe neighborhood theatre, and occu- 
pying 15 acres of ground. A total of 
25 stores will occupy the center, slated 
for completion later this year, with the 
cost of the project estimated at $5,000,- 
000. 

The completed project is designed to 
serve 565,000 people for shopping fa- 
cilities, with 340,000 square feet of 


floor space, and parking for 1,500 cars. | 


The only unit in the project, with 
the exception of a drug store, to occupy 
frontage on both main roads, the Bos- 


ton Shoe Company store is ell-shaped, | 


about 30 by 125 feet in size, with a | 


20 by 40 ell. The latter provides a sepa- 
rate street entrance and display win- 


dow. The main front entrance features | 


a very wide vestibule with a small dis- 
play case in the center. 

The walls and a suspended ceiling 
around the sides are in medium pastel 


blue, while the main ceiling is in a | 


dusty blue. The store has, like most 
in the shopping center, a spacious ap- 
pearance. 

Open stock is stored down both sides. 
Chrome-steel chairs upholstered in neu- 


tral gray are placed back to back down | 


the center. 


The Boston store, operated by a lo- | 
cal Detroit chain, is under the manage- | 


ment of Charles Osborn, who was 
formerly a salesman with the firm at 
Benton Harbor, Mich., and then for a 
short time in their leading Grand 
River-Oakman store as assistant man- 
ager, before coming here. 

The J. C. Penney Company has made 
a significant move by opening here 
their second store in the city of De- 
trot. The first was opened on Grand 
River Avenue about two years ago, 
while they have had one in suburban 
Highland Park for some time. Man- 
ager of the shoe department is William 
Peraino, who was with the Boston Com- 
pany ag manager of the Seven Mile 
store before coming to Penney. 

The department is keynoted by the 
sign “Family Shoes” in eight-inch rust 
red cutout letters, mounted over a 
canopy projecting out from the wall 
on two sides. 

It is about 25 feet square, with 31 
chrome steel chairs covered in rust 
plastic, with fitting stools to match. The 
floor is carpeted in taupe. Display fix- 
tures are a light tan. Each wall is cov- 
ered by a cream background, with a 
wooden shelf at low-table height, and 
two glass shelves above, broken by 
random pegboard displays. 

A canopy bearing alternating brown 
and off-white stripes projects about 
12 inches from the wall above the dis- 
play area, and serves also to conceal 
display lighting units. Two entrances 


at the rear lead to the stockroom, each 
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covered by brown drapes. Concealed 
stock is used. 

Family shoes are carried also at the 
new Kinney store. This unit follows 
the basic Kinney theme, with green 
decor and brilliant rose trim, multiple 
three-shelf shadow boxes, and chrome 
steel chairs upholstered in dark red. 

The genera! layout is similar to the 
famed Northland store, though a little 
smaller. The store is 104x30 feet, with 
56 chairs. A wide vestibule is charac- 
teristic, and the unit enjoys a strategic 
position at the center of the U-design 
characte-vistics of Seven-Mack Center. 

Manager of the Kinney store is Eu- 
gene Schock, who has been with the 
firm for 18 years, coming here from 





the Harper-Chalmers store, where he 
was also manager. 

Fourth shoe unit is Allen’s, a wo- 
men’s store operated by Berland Shoe 
Company. Manager is Kenneth Bunce, 
formerly with the company’s Boule- 
vard store here. Five Allen stores are 
now operated in the Detroit area. 

Distinctive feature of the front is 
a wide entrance vestibule with display 
window flanking on each side, having 
dropped ceilings, so that there is a 
space of about two feet between them 
and the true vestibule ceiling. In the 
middle at sidewalk level is an irregular 
quadrangular display case. This, like 
the windows, is in aluminum trim. 
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the store that sells 


—MOKXEES — 


of course! 


Learn how to chalk up bigger profits with Moxees, 
the complete line of in stock hand sewns and welts 
that has the smart styling to make ‘em sit up and 
take notice, the volume prices to make ‘em put up 


the money. $6.95 to $8.95 retail. 
Write or call for catalog 


Cy 


Moxees manufactured by Belgrade Shoe Co., Auburn, Maine 
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stylish 
functional 
simplicity 


.. . engineered 
for public comfort 


A 1369-SU18-BU6, upholstered 

B 1368-S16, all molded wood 

C 1368-S16, arm chair, 1369-S16, side 
chair—perfect for row grouping. 


Write us your needs, We will send 
you full illustrative material. 


THONET INDUSTRIES INC., DEPT. L7 


One Park Avenue, New York 16, N. Y. 


showrooms: NEW YORK, CHICAGO, DALLAS, LOS ANGELES, STATESVILLE, N. C, 


Financial News 





Nunn-Bush Sales Ahead 
For First Fiscal Six Months 


MILWAUKEE—Increases in net sales 
and net earnings for the first six 
months of its fiscal year, ending April 
30, as compared to the same period 
the previous year were reported by 
the Nunn-Bush Shoe Company here. 
For the six months ending April 30, 
1955, net sales totaled $7,676,169 as 
compared to the same period last year 
of $7,394,560. For the same period 
ending April 30, net earnings after 
deductions for estimated income taxes 
amounted to $300,095, in contrast to 
$243,885, a year ago. Before taxes, 
earnings totaled $661,669 in 1955 and 
$539,767 in 1954. Income taxes for 
this same period, ending April 30, this 
year, were estimated at $361,774 as 
compared to $295,882 in the same 
period a year ago. 

Total current assets as of April 30, 
this year, amounted to $7,161,116 as 
compared to $6,959,693 a year ago. 
Total current liabilities as of April 30, 
1955, were $2,535,893, compared with 
2,338,087. April 30 inventories 
amounted to $4,671,260, in comparison 
with $4,684,518 the preceding year. 

In the half-year accounting, no pro- 
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vision was allowed for the company’s 
contribution to the profit sharing and 
retirement fund because this contribu- 
tion depends upon earnings. At the 
present time, no contribution will ac- 
crue until earnings before income taxes 
equal $666,667. Income for the re- 
maining quarters will be charged with 
the cost of the contribution when and 
if earnings equal this amount, officials 
said, 


Johnson, Stephens, Shinkle 
Votes 10 Cents Per Share 


St. Louis, Mo.,—The Johnson, 
Stephens & Shinkle Shoe Company 
here announced the promotion of Ralph 
Albon from vice-president to executive 
vice-president. 

Andrew J. Shinkle was promoted to 
vice-president from secretary, and 
Charles H. Stephens III, was named 
secretary to succeed Mr. Shinkle. Mr. 
Stephens formerly was assistant trea- 
surer of the firm. 

Directors of the firm voted the usual 
10 cents per share on common stock 
payable July 1 to stockholders of rec- 
ord June 25, making 30 cents so far 
this year. 


Seat 17x17” 


International Shares at $1.51 


St. Lovis—A preliminary announce- 
ment of earnings of International Shoe 
Company for the six months ended 
May 31, 1955, sets profit at $1.51 per 
share as compared with $1.49 earned 
in the corresponding period of the pre- 
vious fiscal year. 

Consolidated net sales for the six 
months totaled $128,384,531, a new 
high for this portion of the company’s 
fiscal year, and seven per cent above 
the $120,047,699 sales figure for the 
same period last year. 


Striking Gains Reported 
By Shoe Corp. of America 


CoLuMBUs, O.—The Shoe Corpora- 
tion of America reported a 16.97 per 
cent gain or $5,808,990 in sales for the 
four weeks ended May 28, 1955. This 
compares with $4,966,424 for a similar 
period last year. Sales for 21 weeks 
ended May 28 were $25,340,246 as 
compared to last year’s figure of $22,- 
478,283. 

The corporation said these figures 
did not include any sales of the A. S. 
Beck Corporation, a subsidiary. It 
placed the number of retail units in its 
organization at 550, which compares 
with 521 in 1954. 

For the four weeks ended May 238, 
the A. S. Beck Corporation, with its 
Adler and Baker retail chains, re- 
ported sales of $4,252,679, a 14.4 per 
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cent increase which compared with 
sales of $3,716,968 a year ago. 

For the 21 weeks ended May 28 the 
corporation reported sales of $18,772,- 
841, a 7.5 per cent increase over the 
$17,459,790 volume in a similar period 
in 1954, 

Beck reported it has 185 stores in 
operation, a slight increase over the 
181 reported last year. 





Selby Cutting Some Lines; 
Good Business Forecast 


PortsMouTH, O.— After an _ over- 
whelming vote of confidence from 
shareholders, the Selby family launched 
the seventy-ninth year of footwear 
manufacturing in full command of its 
destiny. 

The Selby Shoe Company earned a 
substantial profit in the last six months 
of the fiscal year according to Selby 
executives, who forecast good business 
ahead. 

Homer C. Selby, veteran member of 
the board, was reelected chairman of 
the board and president. Roger A. 
Selby, who directed operations of the 
industry for some years and retired 
from active direction last year, was 
elected senior vice-president. Mark W. 
Selby, who has served as a director for 
more than a half century, was re- 
elected to the board. The three Selby 
brothers are sons of the founder, 
George D. Selby. 

Attorneys Calvin Clarke of Ports- 
mouth and H. A. Estabrook of Dayton, 
O., were reelected as directors. Gordon 
Bartels of Rockford, Ill., and G. L. 
Miller of Buffalo, declined to seek re- 
election as directors and the board was 
reduced to five. 

Officers elected by the new board of 
directors were, in addition to Homer 
C. Selby and Roger A. Selby: Wallace 
H. Benton, vice-president in charge of 
sales; Ted J. Hyle, vice-president in 
charge of manufacturing; Julius M. 
Johnson, vice-president in charge of 
Manchester, N. H., plant; O. F. Price, 
vice-president in charge of volume 


sales; Glen F. Lang, treasurer, and 
Joseph R. Donohoe, secretary. 
“At the present moment,” Homer 


Selby said, “orders for the new year 
show a substantial increase over the 
same period a year ago, and for this 
reason alone we are optimistic for the 
fiscal year 1956. While we have made 
great progress in the last few months, 
we realize there are numerous improve- 
ments still to be made.” 

Mr. Benton informed stockholders 
sales have increased 17 per cent, com- 
pared with the same period a year ago. 
Arch Preserver sales are up 21 per 
cent. Mr. Benton reported the firm has 
added 176 new retail accounts. 

While the company reported a net 
loss for the entire year, a profit of 
$159,985 was earned during the six 
months ending April 30. While the six- 
months earnings were not sufficient to 
offset a loss of $347,203 suffered dur- 
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ing the first six months of the fiscal 
year, it has inspired the executives to 
greater hopes for the year ahead, said 
Mr. Selby. 

Homer Selby announced that the 
company has accomplished its goal to 
regain the market for the Styl-Eez 
line. He said this line is now in a com- 
petitive position as to price and qual- 
ity with the rest of the industry. 

While elimination of lesser lines re- 
sulted in a pairage loss the emphasis 
placed on the major lines resulted in in- 
creased sales. The sales were up 115,- 
863 pairs for the year ending April 
30, said the chairman. 





Dey Brothers Names CCNY 
Grad Main Shoe Buyer 


Syracuse, N. Y.—Dey Brothers and 
Company announced the appointment 
of Sherwin Henenfeld of New York 
City as main shoe buyer. 

Mr. Henenfeld obtained his master’s 
degree in retailing from C.C.N.Y. and 
has had five years’ experience with 
Alexander’s and with Hearn’s He 
served as buyer for the latter com 
pany’s three stores. 

In his new position he will 
charge of buying all women’s 
shoes, men’s and casuals. 
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RIGHT COMBINATION 
FOR MORE 


SANDAL PROFITS 


FAMOUS 


LiOm Styling 
+ 


THE SALESMAKING SOLE | 


HERE'S 0 sandal promotion that works 
Take the best styling in the sandal 
field, unsurpassed quality, finish, dur 
ability, and a geared-to-volume price. 
Then add the eye and sales appeal of 
Lion exclusive Mold-Crepe Sole and 
you have the sweetest sandal proposi 
tion in America! 


Style-wise sandals for men, women and children 
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Obituaries 


Edwin G. Toepfer 

Des Moines, lA,—Edwin G. Toepfer, 
59, widely known in the retail shoe 
business here for 37 years, died re- 
cently at Iowa Methodist Hospital. He 
had not been ill previously. 

Mr. Toepfer was widely known as 
Inspector Hannibal Cobb, the main 
character in a “Photocrime” series that 
was featured in Look Magazine for 17 
years. He began portraying the role 
when Austin Ripley, originator and 
long-time author of the Photocrime 
strip, happened to see a photograph of 
him. Ripley decided that Mr. Toepfer 
looked like the man he had envisioned 
as his “Hannibal Cobb,” and Toepfer 
then went alternately to New York 
and Hollywood twice a year, making a 
six-month series of the Photocrime 
series on each trip. 

During the last four years, Mr. 
Toepfer had owned and operated the 
E. G. Toepfer Shoe Company at 
Herman Kucharo, Inc., clothiers. For- 
merly he managed the shoe department 
at Franke) Clothing, Inc. 

Besides his widow, Mayme, he is 
survived by a daughter, Mrs. D. O. 
Becker; a sister and one grandchild, 
all of Des Moines. 
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John M. Anderson 


GRAND RAPiIps, MicH—John M. An- 
derson, 66, owner of the Anderson Shoe 
Company here for 32 years, died at his 
home after a long illness. 

Mr. Anderson was known as an ex- 
pert in corrective footwear and counted 
customers throughout the United 
States. 

He was an ardent sportsman and 
was a professional] skier at the age of 
17 when he came to America from Nor- 
way. He helped design and build one 
of the earliest Michigan ski runs at 
Ishpeming. 

He is survived by his widow and two 
daughters. 


Arthur W. Hapgood 


FRANKLIN, N. H.—Arthur W. Hap- 
good, 80, who retired about 20 years 
ago as general manager of the United 
Snoe Machinery Corporation out of 
Boston, died suddenly here. He was 
stricken with a heart attack at his 
summer home at Webster Lake. 

Mr. Hapgood was born in Worcester, 
Mass., and while with the shoe machin- 
ery firm, traveled in South America, 
Mexico and Cuba. He is survived by 
his widow, Emma (Hall) Hapgood. 


BRANDED SHO 
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Jobs In Fine Shoes From Fine Sources Since 1931 
79-81 Reade Street, New York 7,6. Y. 
Cable Addruss: ALBARISHOE * 


Phone WOrth 2-5180-1 


Harry B. Elliott 


Detroit—Harry B. Elliott, 73, a shoe 
man for over half a century, died here 
June 19. He was formerly vice-presi- 
dent of the long-established McBryde 
Boot Shop, downtown shoe store. He 
entered the shoe business at the age 
of thirteen, and was with the McPher- 
son store in Howell, Mich., where he 
was born, for 10 years. He was with 
the old Queen Quality and Walk-Over 
shoe stores in Detroit for some time, 
and joined the McBryde store 36 years 
ago. He is survived by one brother, 
Louis. 


George W. Newman 


CINCINNATI—George W. Newman, 
88, founder of the George W. Newman 
Leather Company here, died in St. 
Luke Hospital, Newport, Ky., recently. 

He had been in the shoe and leather 
business for about 75 years, retiring 
January 1, this year, as chairman of 
the board of his company which was 
founded in 1920. 

Mr. Newman was a member of the 
Cincinnati Shoe and Leather Club, 
Cincinnati Club, Knights of Columbus, 
and the Catholic Order of Foresters. 

He is survived by three sons, George 
W. Newman, Jr., president of the firm; 
Thomas E. Newman, vice-president and 
secretary, in charge of their Columbus, 
O. branch; John G. Newman, retired, 
treasurer; two sisters, five grandchil- 
dren and two great grandchildren. 
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Walter I. Barnes 


ROCHESTER, N. Y. Walter I. 
Barnes, 57, former president of the 
Carpenter Shoe Company, manufac- 
turer of infants’ and children’s shoes, 
died here after an illness of six 
months. He was with the company 34 
years and was superintendent before 
being named president. 

Mr. Barnes left the firm three years 
ago and later was superintendent for 
Foot Mits in Ponce, Puerto Rico, for 
six months. Surviving are his widow, 
his mother, and four sisters. 


Charles B. Towles 


LYNCHBURG, VA.—Charles Ballard 
Towles, retired buyer for Craddock- 
Terry Shoe Corporation, died at a local 
hospital. He was 74. 

He is survived by -his widow, Mrs. 
Violet Wynn Towles; four daughters, 
Mrs. R. D. Wright and Mrs. J. E. 
Wright, of Lynchburg; Mrs. W. C. En- 
glish and Mrs. H. S. Pittard, Altavista; 
and two sons, Charles I. Towles, Lynch- 
burg, and James O. Towles, USN, sta- 
tioned in Boston. 


William F. Schults 


Utica, N. Y.—William F. Schults, 
who had been in the retail footwear 
business in nearby Canajoharie for 50 
years, died after a short illness. He 
was 80 years old. 


Mr. Schults took over the operation 
of Schults’ Shoe Store from his father 
a half-century ago. Several years ago 
Earl Davis joined the firm as a part- 
ner. Mr. Schults was active in civic 
affairs of Canajoharie. 





Cincinnati Shoe Men’s Club 
Holds Annual Elections 


CINCINNATI—Don W. Pennak of the 
Irwin Shoe Company here, has been 
reelected president of the Cincinnati 
Shoe Men’s Club for the coming year. 
The balloting took place at the club’s 
meeting place, the Hitching Post 
Restaurant in the Price Hill section of 
Cincinnati. 

Other officers named were: Joseph 
Luckey of the Charles Meis Shoe 
Company, Cincinnati, vice-president; 
George W. Dohrman, Irwin Shoe Com- 
pany, treasurer; James Savely of the 
Williams Shoe Company, Portsmouth, 
O., financial secretary; Leo H. Mers- 
mann, recording secretary; and Wil- 
liam Weckermeyer, Krippendorf-Ditt- 


mann Shoe Company, Lebanon, O., 
sergeant-at-arms. 
Directors for the year are: John 


Abel, Godman Shoe Company, Colum- 
bus; George F. Dohrman, Irwin Shoe 
Company; Oscar Holzhauser, Holz- 
hauser Shoe Store, North College Hill; 
Bernard Kessen of the Kessen Shoe 
Store, Cincinnati; Ray Leininger of 
Leininger’s Family Shoe Store, Nor- 
wood, O., and Albert Weyman of the 
Weyman Shoe Store, Elmwood Place 
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Daniels Joins Biwer Staff 


MILWAUKEE—Richard A. Daniels, 
who had been with Walk-Over Shoe 
Store in downtown Milwaukee for 10 
years, has joined the sales staff of 
H. N. Biwer Shoes, Inc., at its Qmart- 
wear-Emma Lange shoe salon. Mr. 
Daniels began his shoe retailing career 
under the guidance of his father, A. O 
Daniels, when the latter was Wiscon- 
sin manager of Walk-Over Shoe Stores. 
Mr. A. O. Daniels, who left here to 
take over his own store in Grand 
Forks, N. D., several years ago, is now 
located in Minneapolis, as a shoe buyer. 





Springfield, Ill, Bootery 
Sold to Indiana Interests 


SPRINGFIELD, ILt.— Mrs. John A. 
Prillaman, owner of The Bootery, Fifth 
and Monroe Streets, announced the 
sale of her shop to the C, and H. Shoe 
Company of Marion, Ind. 

Mrs. Prillaman said that final 
tails of the sale were recently worked 
out between herself and Hurley Felt- 
man and W. O. Pickering, officers of 
the Indiana company. She said the 
purchasers would not assume active 
ownership until August 1 and that 
she planned to operate meantime. 


de- 


You set the Quality, Price 
and Policy... 
When You Sell 

Your Own Brand! 





Back it up with 





Juvenile Shoes 


I HE greatest asset a juvenile shoe retailer can have is a good repu- 
tation for selling quality shoes at honest prices and for fitting his 


young customers with precision and skill. 


Are you satisfied that the 


brands you sell, nationally advertised or not, give the quality and 















14115 Brown Two % he 
Eyelet Low-Boy 
Crushed Leather. 


14123 Black 
Sizes: 1244-4 
Widths C to E. 


value your customers rightfully expect from you? 













Are 


you subordinating your good name to a brand you may 
not be selling a month or a year from now? 


Don’t underestimate the value of 


your good name and the confidence 
your customers have in you, Safe 
guard them with shoes you can sell 
and maintain your integrity. Inves 
tigate Ephrata’s comprehensive ser 
vice in Juvenile shoes today, 


To Retail 
$4.95 
$5.95 
$6.95 


Shoe Company 
Ephrata 
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Pennsylvania 
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GIVES You 


infants’ and Children’s Footwear 


to retail from a to ‘3” 


iver Inch and Eoery Po 


All this and 
an average 
mark-up of 


age ihe Sug) 


Ss” 


OUT NOW! Our NEW 
For Catalog and sitininaits call 
Write to: 


SHERMAN BROS. 
SHOE MANUFACTURING CORP. 


230 Jackson Street, Lowell, 


Danish All-Plastic Sandal 
Now Produced in California 


Los ANGELES—A_ new, all-plastic 
children’s strap sandal originated in 
Denmark and selling well in Europe is 
now being produced in America by the 
Monrovia Plastic Company of Monro- 
via, Calif., it was announced by Ray 
Swanson, president of the plastic firm 
which is making its first venture into 
the footwear market. Monrovia Plastic 
Company heretofore has been doing 
custom plastic molding in nearly every 
other field, including toys, housewares 
and auto accessories, 

The shoe, described as “all plastic 
but with a waterproof buckle,” is made 
completely of a special form of vinyl, 
electronically-welded, and is said to be 
more durable than leather, and com- 
pletely washable. Available in red, 
white and brown, size range is from 
6 te 18 and from 1 to 5, Men’s, wo- 
men’s and misses styles will be made 
available at a later date. 
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A special electronically-welded vinyl is 

the raw material for this comfortable, 

completely washable sandal formerly 
produced in Denmark. 


“Carefree Rovies,” trade name for 
the new sandal, were first produced by 
Metalino, a Danish firm, whose rights 
were purchased by Monrovia Plastic. 
Officials of the California firm, in ad- 
dition to Ray Swanson, are Arsen 


R. 


| ment, 
| Pierce Company of Brockton. Describ- 
| ing 
| Marshall, general sales manager of the 
| concern, said, “Development of our new 


Melickian, vice-president and William 
Swanson, secretary-treasurer. 


Pierce Develops Anti-Static 
| Plastic Shoe Form Cleaner 


BROCKTON, MaAss.—Development of 


| an anti-static cleaner, designed for use 
| in cleaning and reconditioning plastic 
shoe forms, display stands, and retail 


shoe store chairs, furniture and equip- 
has been perfected by C. 8S. 


the firm’s new product, Don 


| plastic cleaner, which also serves as a 


conditioner, followed extensive re- 


| search and experimentation by Pierce 
| staff members in our own factory over 
| a period of many months. 


| Streets. 


“Our new plastic cleaner removes 
dirt and dust in one simple operation, 
leaving an anti-static film on plastic 
surfaces until cleaned again. Its anti- 
static properties prevent dust from 
accumulating. A cellulose sponge is 
provided to apply the liauid cleaner.” 


Baker’s Shoe Store Moving 
To New Downtown Location 


St. Louis—Baker’s Shoe Store moved 
in June to temporary quarters at 
the corner of Seventh and St. Charles 
This move has been made 


| necessary by the F. W. Woolworth ac- 
| quisition of the corner building at Sixth 


| the Sixth Street 


and Locust where the Baker’s Shoe 
Store has been in business for 26 years. 
The store will continue to operate at 
location through early 
June, 

The new Baker’s location, compris- 
ing two former stores on the southwest 
corner of Seventh and St. Charles 
Streets, will be extensively remodeled 
into a modern ladies’ shoe store, said 
Dave Goodman, manager. The store 
will be completely stocked with a full 
selection of QualiCraft dress shoes, 
casual shoes, handbags and hosiery. 

“Within a year Baker’s Shoe Store 
will be back on Sixth Street with an 
even larger, more modern store in line 
with the modernization program of 
downtown St. Louis,” said an official 
of Edison Brothers Stores, Inc., own- 
ers of the Baker’s stores. “This re- 
modeling and enlargement is part of 
our expansion program both in down- 
town St. Louis and in the County, 
where this year the Company is plan- 
ning three new Baker’s units.” 

The three new Baker’s stores to be 
opened by Edison Brothers this fall are 
located in the Northland Shopping Cen- 
ter, alongside Famous-Barr Company, 
Jennings, in the Stix, Baer & Fuller 
Westroads Shopping Center at Brent- 
wood and Clayton Boulevards, and in 
the Forsyth Shopping Center, opposite 
Famous-Barr in Clayton. 


Boot and Shoe Recorder 





NEWS OF THE 
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More of the Italian Influence at First Hand Longini Shoe Goes 


In Florence, Italy, Betsy Yeomans, fashion coordinator for General Shoe Corpora- 
tion, found new colors and trend ideas for using rafia straw while visiting with 
David Goldstein, noted Florentine shoe designer and manufacturer 


NASHVILLE, TENN. —Italy remains 
the pace-setter of European footwear 
fashion trends, according to Betsy Yeo- 
mans, fashion coordinator of General 
Shoe Corporation, who recently re- 
turned from her second tour of English 
and Continental shoe centers. 

Reporting to the RecorperR on her 
findings, Miss Yeomans said Italian 
shoes have two major characteristics: 
“They all have an elegant, refined look 
—the softest, lightest feel—both the 
result of their exquisite workmanship 
and individuality.” 

Summing up current hallmarks of 
Italian footwear fashions, she reported 
that “high heels are slimmer, more deli- 
cate than ever. Toes are tapered or 
extremely pointed. Detailing is more 
delicate with each shoe expressing a 
designer’s own creativeness. The up- 
swept look in throatlines is still im- 
portant with one or two eyelet ties ap- 
pearing on the smartest shoes.” 

“These impressions,” Miss Yeomans 
emphasized, “come not only from the 
designers and manufacturers with 
whom I worked, but from the beauti- 
fully shod women I saw on the streets, 
in restaurants and at the opera houses 
of Italy’s great cities. The really chic 
women are wearing closed, exquisitely 
detailed pumps both Winter and Sum- 
mer and rarely do you find two pairs 
alike. Though there are still sandals 
on all heel heights, these, with the not- 
able exception of the very gay and typi- 
cally Italian flats and raffias, express 
less of the true Italian look than do 
the closed-up shoes.” 
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These high fashion pumps, Miss Yeo- 
mans asserted, are characterized by 
slim heels, tapered toes and beautifully 
executed throatlines, all assembled to- 
gether with texture interest. Texture 
interest is achieved in as many ways 
as there are designers, she points out. 
The most important medias are, in ad- 
dition to textured leathers, pintucking, 
stitching and perforations. 

With the exception of raffia straw 
which “captures the glorious, sun- 
bright colors of Italy’s seacoast, 
mountain terrain and countryside,” 
Miss Yeomans said “the only strong 
color feeling is the black and white 
look. This is so important in Italy that 
I feel it unquestionably will have a 
strong influence on American shoes 
next Spring.” 

The General Shoe fashion coordi- 
nator visited Engiand, France, Switzer- 
land and Germany in addition to Rome, 
Florence, Bologna and Milan. 


International Shoe Machine 
Opens Enlarged N. Y. Office 


New York—A larger and more con- 
veniently located office has been opened 
by the International Shoe Machine Cor- 
peration in the Marbridge Building, 
1328 Broadway, this city. John J. 
Roche, New York district manager, 
said the move was made necessary by 
additions to the district service force 
and a substantial increase in the 
amount of ISMC business being done 
in the New York territory. The new 
telephone number is Wisconsin 7-0040. 


Under the Hammer 


CINCINNATI—Assets of the Longini 
Shoe Manufacturing Company in near- 
by Madison, Ind., were offered for sale 
July 11 in the U. S. Bankruptcy Court, 
Federal Building, here. 

Sealed bids addressed to the Referee 
in Bankruptcy had to be submitted 
prior to the time of sale and to be 
accompanied by a certified check, pay 
able to S. Arthur Spiegel, trustee in 
bankruptcy, for 10 per cent of the 
amount of the bid. 

Successful bidders must pay the bal- 
ance on or before July 15. Oral bids 
also were accepted at the time of the 
sale. 

The inventory includes shoe manu 
facturing machinery and equipment 
(including more than 150 Singer sew 
ing machines) valued at $43,870; lasts, 
dies and patterns (including 24,000 
lasts) valued at $5,000; raw materials 
valued at $500, and office equipment 
valued at $3,009.50. 

The detailed inventory was available 
for inspection at the office of the ref 
eree, and prospective purchasers were 
permitted to visit the factory for in 
spection. 

Information concerning the sale was 
available from the trustee, attorney S 
Arthur Spiegel of Gould & Spiegel, 411 
Union Central Building, Cincinnati 2, 
O., or from the trustee’s attorney, 
William V. Finn of Taft, Stittinius & 
Hollister, 603 Dixie Terminal Building, 
Cincinnati 2, O. 

The Longini Shoe Manufacturing Co 
had facilities for the manufacture of 
400,000 pairs of women’s shoes an 
nually, 


Five Star Footwear Has 
New Cement Shoe for Fall 


LONG ISLAND City, N. Y.—The Five 
Star Footwear Company announced it 
will introduce a close-edged cement 
dress and party line of shoes for the 
first time this Fall. 

Styled on adult lines, the line will 
be known as “Little Stars.” It will sup 
plement “Wonderwelts” and “Lucky 
Old Pals,” other lines produced by the 
firm. 

The company said no _ personnel 
changes will be made in promoting the 
new brand, but resulting added pairage 
will increase by one-third the current 
line of in-stock shoes. 





Australian Ends World Style Tour in U. S. 


A visitor to the $f. Louwls shoe market from Australia, E. G. Pride of Gaynor Shoe 
Pty. Ltd., Melbourne, discussed current women's shoe styling with Arthur Gale, 
right, executive secretary of St. Louls Shoe Manufacturers Association. 


St. Louts—Nearing the end of a 
four-and-a-half month tour of Europe 
and the United States, Edward G. 
Pride, in charge of styling for Gaynor 
Shoe Pty. Ltd., Melbourne, Australia, 
recently visited the St. Louis shoe 
market to continue his study of world 
styles and factory methods. 

Partner in a firm which manufac- 
tures high fashion shoes in the 
medium price brackets, Mr. Pride de- 
duces at his tour’s end that “Austral- 
ian styling and methods of construc- 
tion are as advanced as any in the 
world.” In styling, however, he points 
out that Australian shoe manufac- 
turers are more greatly influenced by 
America than by Europe. Australian 
women, he said, closely follow Ameri- 
can trends and, if acceptable to them, 
adapt them within a matter of several 
months following their introduction 
here, 

Giving 


high praise to American 


stylists, Mr. Pride expressed the 
belief that while they may tour Europe 
for inspiration, they are individual 
in their Continental interpretation. 

“No country in the world,” Mr. 
Pride said, “offers retailers such a 
wide range of shoes than seen here in 
America. The planning and organiz- 
tion of American factories enable them 
to produce these shoes in great volume. 
Then, with the help of radio, television, 
well-planned promotion, American 
shoemakers bring before the people 
these new and wonderful! ideas. I feel 
the prosperity enjoyed by the American 
shoe trade is due to all factors being 
brought together at the right time.” 

Having toured the important shoe 
centers of Italy, Switzerland and Eng- 
land, Mr. Pride covered the American 
markets of Boston and New York be- 
fore arriving in St. Louis. After visit- 
ing major California centers he will 
return to Melbourne. 





Would Confine Summer Sales 
To Housecleaning Events 


NASHVILLE, TENN.——In sending out 
promotional material for Summer shoe 
sales, Jarman Shoe Company enclosed 
copies of a letter the company had 
sent its dealers a year ago, offering cer- 
tain suggestions for the conduct of 
these annual merchandising events 

Jarman favors such sales as “an 
excellent idea up to a certain point.” 
But it advocates putting on sale only 
discontinued numbers and odds and 
ends. It feels that the Summer sale 
should be regarded as a housecleaning 
event. At the same time it reminded 
retailers that “July is a month when 
you can get a sizable volume of busi- 
ness at regular prices on your best- 
selling Summer styles.” 
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With this letter Jarman also mailed 
copies of a buying and stockkeeping 
plan designed to keep discontinued 
styles at a minimum. As an iron-clad 
rule it is recommended that every cus- 
shown every discontinued 
style in stock in his size. A number 
of attractive window streamers for 
sale time were included in the package. 


tomer be 


Reelect Head of Sales Execs 


St. Louts—George L. Herpel of In- 
ternational Shoe Company was re- 
elected president of the Sales Execu- 
tives Association of St. Louis at the 
group’s annual election held June 27 at 
Hotel Statler. The association, third 
largest in the world, was the only win- 
ner of three annual awards at the re- 
cent National Sales Executives Associ- 
ation meeting in New York. 


Introduce New Emulsion 
For Leather Finishing 


CARLSTADT, N. J.—Aqua-Tone, a new 
lacquer-type emulsion for leather fin- 
ishes which has taken 15 years to per- 
fect, is now being produced in quantity 
by the Carlstadt Leather Finishes Com- 
pany, Inc., here. 

The firm claims the new product 
makes it possible to match any shade 
of color, transparent or opaque, and 
to maintain a tight finish regardless 
of the amount of film applied. It 
said that in a number of field tests 
it was found that this coating with- 
stands extensive washings with soap 
and water. Aqua-Tone, it was pointed 
out, has all the desirable characteristics 
of lacquer such as durability and tight- 
ness, but does not prevent leather from 
“breathing.” The firm also claimed 
that when Aqua-Tone is applied to full 
grain leather, such as sides, kips, calf 
and kids, conventional basecoats can 
be eliminated. It said that by this 
method of finishing, extremely high 
scuff resistance and toolability are ob- 
tained. There is no peeling of the 
finish after lasting in the steam box. 
Aqua-Tone can also be sprayed with 
the same type of equipment now used 
in spraying lacquer or water finishes. 
It provides the safety experienced with 
conventional finishes and the additional 
advantage of drying as quickly as 
lacquers. 

Dr. Emil A. Plaveczky, vice-president 
in charge of research and development 
at Carlstadt Leather Finishes at Carl- 
stadt Leather Finishes Company, is 
credited with developing the new 
leather finishes. Dr. Plaveczky started 
research on Aqua-Tone in 1940. At 
that time, he said he recognized the 
need for an absolute workable lacquer 
emulsion which would have no imper- 
fections in color, mixing, flexibility of 
use, penetration, feel and appearance. 

One of the main difficulties encoun- 
tered, he said, was in obtaining hard 
and soft colors which would blend per- 
fectly. This was gradually overcome 
through a trial and error process in 
which hundreds of formulas were tested 
and discarded. 

The final formula of Aqua-Tone 
was actually resolved by Dr. Plaveezky 
a little over a year ago. 

Dr. Plaveezky has been in the leather 
finishing field since nitrocellulose was 
first used as a finish for leather. Prior 
to his present position with Carlstadt 
Leather Finishes Company he pioneered 
in the nitrocellulose field as chief chem- 
ist of Maas and Waldstein and later as 
vice president of Keiner & Company. 


New Products by Cavalier 


BALTIMORE—-The Cavalier Company, 
producers of shoe dressings, announced 
two new products, available through 
its jobber. One is Pearl Lustre Cleaner, 
transparent in color and packaged in 
jar form, and the other is Silk Shoe 
Cleaner in both neutral and black 
shades. 
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Cement Carbide Specialists 
Name National Shoe Agent 


Boston—The National Shoe Prod- 
ucts Corporation has been appointed 
exclusive representative for the Hart- 
ley Tool and Die Company, Inc., of 
Thomaston, Conn., cemented carbide 
specialists. 

The Hartley company has pioneered 
the application of tungsten carbide to 
used and worn shoe machinery parts. 
The process is now being used on over 
250 different components subject to 
extreme wear and is said to have 
achieved remarkable results in extend- 
ing their life, and increasing produc- 
tion efficiency. Tungsten carbide is a 
relatively new metal and, next to the 
diamond, is the hardest substance 
known. 

National Shoe Products Corporation 
will work closely with Hartley engi- 
neers in developing new applications 
for tungsten carbide and improving 
manufacturing techniques. 





St. Louis Shoe Trades 
Outing Elects Directors 


St. Louts—Approximately 400 mem- 
bers of the St. Louis District Shoe 
Trades Association met together June 
22 at Norwood Hills Country Club to 
hold their annual sports outing and to 
elect four new directors for three-year 
terms. 

Elected were Paul E. Johansen, Val- 
ley Shoe Corporation; John H. Devine, 
Compo Shoe Machinery Corporation; 
Wills T. Engle, John R. Evans & Com- 
pany and Edward W. Morris, Heydays 
Shoes, Inc. Reelected for one-year 
terms were John G. Guhman, Sr., of 
Wright-Guhman Company and Chris 
A. Dalton of Western Textile Products 
Company. Mr. Dalton will fill out the 
unexpired term of Norman P. Went- 
worth, transferred to the Boston offices 
»f United Shoe Machinery Corporation. 
Retiring one year directors were Fred 
J. Weber, Weber Shoe Company; J. H. 
Tipton, Howes Leather Company; and 
Raymond Kohn, Wolff-Tober Shoe 
Manufacturing Company. Officers and 
other directors were chosen in 
February. 

William J. Minier of Brown Shoe 
Company, association president and 
general chairman of the outing, pre- 
sided at the day’s closing banquet when 
Jonas Weiss of Continental Textile 
Company was presented with a trophy 
representing low gross honors in the 
golf tournament. His score was 68. 
First low net in the tournament was 
George E. Dobson, A. C. Lawrence 
Company. 

Others placing in the golf tourna- 
ment in order of low net, second low to 
fifteenth low, were Roy W. Woodworth, 
Progressive Service Company; Paul J. 
Goltschman, Johnson, Stephens & 
Shinkle; Frank J. Cagliuso, Manufac- 
turers Supplies Company; Ed Daniels, 
United Last Company; Gene McCrellis, 
Alton Boxmaker, Inc.; Sigmund M. 
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Reid, Alton Box Board Company; Gene 
R. Barnard, Barnard Bros. Company; 


Lewis H. Haupt, Jr., Amalgamated 
Leather Companies; John L. Leavitt, 
John Leavitt & Company; Wesley W. 
Meyer, Brown Shoe Company; Eldon 
F. Cox, Allen Leather Company; Eli P. 
Schwartz, Lynn Innersole Company; 
Ralph Tucker, Omega Shoe Company; 
and Henry Hebeler, St. Louis Braid 
Company. 

Assisting Mr. Minier with arrange- 
ments for this tenth annual outing 
were Julian G. Samuels, Sr., Samuels 
Shoe Company, who headed the ticket 
committee; John C. Guhman Sr., 
Wright-Guhman, chairman of sports; 
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for youngsters going back- 
to-school ... and year-round 
seasons too! 


POPULAR STYLES 
VOLUME SELLERS 





| 
| unbeatably priced to 
retail profitably at 


$400 


IN-STOCK 


for Prompt Delivery 
| Sizes—8'/p-12, B & D 
12'/.-3, B, C&D 


“built-in action" welts. Supple 
Leather uppers, lasted heel seats, 
Panolene soles. Wide ample toe 


| 
You can't beat these plus value 
| 


room keeps your younger trade 
happy with these year-round fa- 


vorites. Order now from. .. . 


PAYES 


SHOE CO. 
25-27 No. 4th St., Phila. 6, Pa. 


J. H. Tipton, Howes Leather Company, 
prize chairman; Benjamin J. Hegge- 
man, Graham Paper Company, ban- 
quet arrangements; and Roy Wood- 
worth, Progressive Service Company, 
entertainment chairman. 

Publicity chairman, Fred J. Weber 
of Weber Shoe Company, cabled his 
greetings to the outing participants 
from Paris, his first stop-off on an ex- 
tensive European trip. Another wire 
read to the gathering was from 
Norman P. Wentworth, United Shoe 
Machinery Corporation, recently trans- 
ferred from St. Louis office to Wor- 
cester, Mass. Both men are past presi- 
dents of the district trade association. 


MEDI-CROSS 


FLEX-WELTS 


COMFORT and VALUE 
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Deseo Shoe Realigns National Coverage 


BILL KAPPHAHN BARNEY GLAZER 


LONG ISLAND City, N. Y.—A new 
alignment of territories has been an- 
nounced by the Desco Shoe Corpora- 
tion, the purpose of which is to serve 
accounts in the midwestern, north- 
western and southern states to better 
advantage. 

Beginning immediately Bill 
Kapphahn will serve the Desco ac- 
counts as well as the Desco affiliate 
Rex Shoe Company, Inc., in the follow- 
ing states: Colorado, Idaho, Montana, 
Oregon, Utah, Washington and Wyom- 
ing. Barney Glazer will cover Cali- 
fornia, Arizona, Nevada and New 
Mexico, 


GAY GORGEN CHAS. J. MALOOL 


Gay Gorgen will travel the following 
states: Iowa, Upper Michigan penin- 
sula, Minnesota, North Dakota, Ne- 
braska, Kansas and Wisconsin (except 
Milwaukee, Kenosha, Racine and 
Waukesha). 

Charles J. Malool has been assigned to 
Alabama, Florida, Georgia, North Car- 
olina, South Carolina and Tennessee. 

All the men will represent both the 
Deseo Shoe Corporation and its affili- 
ate, the Rex Shoe Company, Inc., and 
will carry the following brands: Reve- 
lations by Desco, Quo Vadis, Avanti, 
Thrillmates, Darlin’s, TV and Video 
Slippers, and Booties made by both 
companies. 





Casavant Superintendent 
At Kreider Shoe Company 


ANNVILLE, Pa.,—-E. M. Culver, presi- 
dent of Footwear Corporation Inc., an- 
nounced the appointment of E. J. 
Casavant, as general superintendent 
of the A. 8S. Kreider Shoe Company, 
manufacturers of shoes for boys and 
girls. 

Mr. Casavant brings to the company 
a background of experience in both 
Goodyear welt and fine cement shoe 
making. 

He was associated for many years 
with the W. L. Douglas Shoe Com- 
pany, and the Regal Shoe Company, 
and represented the United Shoe Ma- 
chinery Corporation, as an expert con- 
sultant on shoe making and production 
problems, More recently he has been 
associated with such firms as Craddock- 
Terry Company, and the Gerberich- 
Payne Company. 

Mr, Casavant’s appointment is in 
line with the expansion and promotion 
plans of the company, now celebrating 
its fiftieth anniversary. 


Brown Shoe Aide Resigns 


St. Louris — Arthur A. Zeis, Jr., 
former assistant advertising manager 
of Brown Shoe Company, resigned that 
position to become sales manager of 
the Missouri Printing Company here. 
In addition to managing the sales 
force, Mr. Zeis will head Missouri 
Printing’s creative department. He 
was with Brown Shoe for more than 
four years. 
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Fibre Welting Line 
Introduced by Lawrence 


LAWRENCE, Mass.—A new and com- 
plete line of flat and storm fibre welt- 
ing is being introduced by the Lawr- 
ence Process Co. Inc., Lawrence, 
Mass., according to an announcement 
by the firm’s president, Edward F. 
Hogan. 


BILL HOCKING 


This will be a new undertaking for 
the company. The new division is now 
at the company’s present headquarters. 

Heading the new division is Bill 
Hocking, a veteran of 25 years in the 
welting field. He will be in charge of 
manufacture and merchandising and 
factory sales contacts. Mr. Hocking 
was formerly with the Barbour Welting 
Co., and the Walter C. Barbour Co. 


U. S. Stores Selling 
More Imported Shoes 


BostoN—The United States imported 
over two million more pairs of shoes 
than it exported during 1954. However, 
the value of the shoes this country ex- 
ported amounted to $4.5 millions more 
than the value of those imported. In 
short, while America brought in more 
cheaper type shoes from foreign coun- 
tries, this country in turn sold them 
better grade footwear. 

This report was based on a study by 
the New England Shoe and Leather 
Association, prepared from official U. S. 
Commerce Department data. In 1954, 
the U. S. imported 6,962,365 pairs of 
shoes and slippers, including leather 
and fabric uppers, valued at a little 
over $10 millions. Though this was 1.6 
per cent higher in pairage of imports 
over 1953, it was 21.3 per cent less in 
dollar volume. Therefore, the increase 
in sales of foreign footwear to U. S. 
consumers by retailers here is not 
viewed with alarm. 

Imports of men’s welt shoes from all 
sources totaled 454,532 pairs valued at 
$3,360,856. Chief source of these shoes 
was the United Kingdom, which shipped 
us 369,453 pairs valued at $2,339,345, 
for an average of $6.33 a pair. This 
represents a drop of 20 per cent in 
pairs and 16 per cent in dollar volume 
—but amounts to a six per cent in- 
crease in average price per pair over 
1953. 

Our imports of women’s and misses’ 
cement shoes amounted to 234,712 pairs 
valued at $1,370,939. Most of these 
shoes came from Switzerland and the 
United Kingdom. Imports of house 
slippers came to 1,528,492 pairs valued 
at $1,793,205. 

Last year, the U. S. exported 4,749,- 
569 pairs valued at $14,559,582. This 
comprises only about one per cent of 
total U. S. production for 1954. Chief 
U. S. shoe exports consisted of men’s 
welts—464,003 pairs valued at $2,694,- 
755. These went mostly to Cuba. 

We exported 1,574,509 pairs of 
misses’ and women’s cemented shoes 
valued at $5,031,899; women’s and 
misses’ McKay sewed shoes came to 
370,886 pairs valued at $1,114,034; in- 
fants’ and children’s shoe exports came 
to 737,048 pairs valued at $1,505,544. 
House slippers and moccasins with 
leather uppers totaled 34,969 pairs 
valued at $78,303. Boots and shoes with 
leatker soles but non-leather uppers 
amounted to 269,000 pairs valued at 
$540,363. 


Producing New Infants’ Line 


Cuicaco—After 14 years of spe- 
cializing in the design and manufac- 
ture of Gertrude’s Original Baby Shoes 
for infants, Crawford Shoe Company, 
Mattoon, Ill., has extended its activi- 
ties to include making First Walkers 
in size ranges of 3 to 8. These shoes 
will be offered in all high style colors 
and patterns, the firm reported. 
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NESLA, NSMA 
Favor 90 Cents 


WASHINGTON, D. C.—Any minimum 
wage in excess of 90 cents per hour 
will force retail shoe prices up, to the 
detriment of both the retailer and the 
consumer, according to information 
laid before the Congress by industry 
representatives. 

This position was explained to the 
House Labor Committee, which is con- 
sidering proposals to raise the national 
minimum wage from 75 cents to 90 
cents an hour or more, by two qualified 
spokesmen for the footwear industry, 
William Sheskey, economist for Na- 
tional Shoe Manufacturers’ Associa- 
tion, and Maxwell Field, executive vice- 
president of New England Shoe and 
Leather Association. 

Mr. Sheskey pointed out to the 
House Committee that the impact of 
higher minimums will be sharper on 
the shoe industry than on industry as a 
whole. He warned that a minimum of 
more than 90 cents per hour will neces- 
sarily mean passing along the higher 
costs to the retailer and to the con- 
sumer. It is probable that even a 90 
cent minimum will bring on higher 
prices in many types of shoes, he pre- 
dicted. To increase the minimum above 
90 cents would further aggravate the 
situation, he said. There is no possi- 
bility that higher cost increases can be 
absorbed, he stated. Such higher costs 
mean higher prices to the consumer. 

Mr. Field told the House members 
his association favors a rise in the min- 
imum hourly wage from 75 cents to 90 
cents, but that he is opposing any in- 
crease above 90 cents. 

“Our members hold to the view that 
higher earnings should come about as 
the result of increases in productivity 
and not as a result of raising the mini- 
mum wage rate,” he declared. He said 
any minimum hourly wage above 90 
cents would be felt broadly throughout 
the footwear industry. 

A minimum wage of more than 90 
cents per hour could conceivably cause 
serious unemployment of marginal and 
older shoe production workers who 
could not earn on a piece work basis 
the amount set as the minimum under 
the Fair Labor Standards Act, Mr. 
Field said. As a result, slow or insuffi- 
cient workers would be laid off because 
their rate of production on piece work 
would not yield earnings equal to or in 
excess of the minimum set by law. 

Neither the Senate nor the House 
has yet given its final answer to the 
various proposals to raise the existing 
75 cent minimum. President Eisen- 
hower remains firm in his earlier posi- 
tion that a rise from 75 cents to 90 
cents will adequately offset rises in the 
cost of living. But prominent Demo- 
crats in Congress are throwing out 
hints that they will insist on boosting 
the minimum from 75 cents to $1 per 
hour regardless of the White House. 
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Lawrence Process Company 
Expands Welting Capacity 
LAWRENCE, MASss.—Edward F. 
Hogan, president of the Lawrence 
Process Company of this city, recently 
announced the completion of an exten- 
sive expansion program in the striping, 
notching, printing and stitching de- 
partments for fibre and plastic welting. 
This department of the company has 
been overloaded, he said, and the addi- 
tion of new equipment will give it at 
least 100 per cent more capacity, an 
increase which should enable the com- 
pany to fill all orders on schedule. 








ONLY EARLY BIRD 


mer VALUES 


LIKE THESE! 


Fall Shoe Orders Running 


Ahead at Endicott-Johnson 


Enpicott, N. Y.—Orders for Fall 
shoes at Endicott-Johnson Corporation 
are running from 11 to 18 per cent 
ahead of last year, according to Law- 
rence Merle, vice-president. 

Mr. Merle did not specify which lines 
are showing the biggest increases. Two 
months ago, at a sales meeting intro- 
ducing Fall lines, P. D. Blain, divisional 
sales manager, said business was 10 
per cent above last year. 

The company produced 
pairs of shoes in 1954. 


35,208,588 











HERE’S THE EARLY BIRD FORMULA: Unsurpassed Quality at 


their low, low prices + 55 clever styles kids love + top a 


materials and workmanship 


Faster Turnover, More Value 


sigger 


Profits For You! Demonstrate it in your own store. Write today. 


In-Stock 
IMMEDIATE 
DELIVERY 
SIZES 8%-3 


| 373 
Little 
Girls’ Oxford 
Cherry Red 
Antiqued 
374—Same in 
Brown 


Garden Sp 


Little 


Gents’ Oxford 


Brown 
Antiqued 
U Wing 
4A5- 
Black 


ot Shoes, Inc. 
Lititz, Penna. 





Same in 


Cinderella FABRIC DYES 


Throw out your mixing pans! 120 
Cinderella pre-mixed colors . . . 
individually bottled . . . give your 
customer more than enough smart 
fashion shades from which to 
choose! Throw out your mixing 
pans... and get all 120 Cinderella 
colors today!’ Through your dis- 
tributor. Everett & Raven Com- 
pany, Providence, R. I., and Toron- 
to, Canada. 


New Color 
Charts / 


WITH SATIN 
SWATCHES (195) 
OR LINEN 
SWATCHES (191) 


$1.25 


2 sets of color shades from 
the same set of dyes. 








London Tanners, Barbour 
Welting, Okay Reciprocal Pact 


BrRockTon, Mass.—A development of 
the past month is the acquisition by 
Barrow, Hepburn & Gale, Ltd., of 
Bermondsey, London, largest group of 
tanners in England, of a minority in- 
terest in the Barbour Welting Company 
of Brockton. 


GEORGE W. ODEY 


It is expected that advantages will 
be reciprocal, with Barrow, Hepburn 
& Gale, Ltd. representing the Barbour 
Welting Company in the purchase of 
leather in England, while all leather 
products of Barrow, Hepburn & Gale, 
particularly their shoe linings and 
textile leathers, will be sold in this 
country by the Barbour Welting Com- 
pany. 

George W. Odey, chairman and 
managing director of Barrow, Hep- 
burn & Gale, Ltd., and now a director 
of Barbour Welting Company, has 
recently been in the United States 
completing these arrangements. 





Keagel Goes to Harrisburg 
For National Shoe Products 


National Shoe Products Corporation has 
appointed Richard E. Keagel, above, as 
sales representative for its Harrisburg, 
Pa., office. Mr. Keagel was formerly 
with the Harrisburg office of United 
Shoe Machinery Corporation in the sales 
department. He hes been with United 
since 1943. 


Lawrence Process Company 
Names CPA to High Post 


LAWRENCE, Mass.—Philip L. Den- 
nett, well known certified public ac- 
countant, has been made vice-president 
and comptroller of the Lawrence 
Process Company, manufacturers of 
extruded plastics and viny! compound- 
ing used in the shoe industry. 


PHILIP L. DENNETT 


Announcement of the appointment 
was made recently by Edward F 
Hogan, president of the company. 
Prior to this appointment, Mr. Dennett 
had been assistant manager of the 
Lawrence office maintained by the cer- 
tified public accounting firm of Robert 
Douglas and Company. : 

Mr. Dennett is an active member of 
the Massachusetts Society of Certified 
Public Accountants as well as of the 
National Association of Cost Account- 
ants. He holds a degree of B. §. in 
Business Administration conferred by 
Boston University in 19465. 


American Fixture Expanding 


St. Loutis—Alvin M. Mendle, presi- 
dent of American Fixture, Inc., has 
announced a wide scale expansion pro- 
gram for the fixture company. The 
program includes not only extensive 
new developments in department store 
and general fixturization, merchandis- 
ing and store planning, but also the 
appointment of four new officers of the 
company. 

Harry Yedor, who has been with the 
display firm 10 years, most recently as 
sales manager, has been named execu- 
tive vice-president, general manager 
and director of sales. Milton Lief, with 
the firm seven years, formerly chief 
engineer of a company division, is now 
vice-president in charge of manufac- 
turing. Milton Larson, a 29-year vet- 
eran and one of the best known fixture 
designers in the industry, is now vice- 
president in charge of design and de- 
velopment. H. J. Fischer, formerly a 
C. P. A. with Touche-Niven-Bailey & 
Smart, is secretary-treasurer while 
Lou Brockmiller, a 35-year veteran, is 
assistant sales manager. This group, 
with Mr. Mendle, comprises the firm’s 
executive committee. 
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Midwest Preduction 
Aim of International 


St. Lours—To meet an expected 15 
per cent increase this Fall in sales 
of men’s and boys’ shoes, International 
Shoe Company revealed plans for in- 
creased production activity ane for in- 
tegration of plant facilities. The com- 
pany will open a second manufacturing 
unit in Cape Girardeau, Mo., and will 
increase production in twelve other 
Midwest factories. 

That part of men’s and boys’ shoe 
production presently carried on in the 
company’s three New Hampshire shoe- 
manufacturing plants will be inte- 
grated by late Fall with the produc- 
tion of International’s network of 
plants in the Midwest, close to the 
company’s executive, styling and ship- 
ping headquarters in St. Louis. 

As was announced in Spring, In- 
ternational’s Eastern sales division, 
Sundial Shoe Company, which sells a 
general line of branded men’s, women’s 
and children’s shoes, will continue to 
be headquartered and have its ware- 
house at Manchester, N. H. Sundial’s 
distribution area is in the East. For 
some time, all Sundial’s women’s and 
children’s shoes and a substantial part 
of its men’s shoes have been produced 
in the Middle West. 

Two sales divisions which have na- 
tionwide distribution and are now 
headquartered at Manchester will be 
moved to St. Louis headquarters. They 
are Great Northern Shoe Company, 
which sells men’s and boys’ shoes 
under dealers’ private brands, and 
Hampshire Shoe Company, which sells 
men’s and boys’ shoes to volume buyers. 
Both these divisions will continue to 
have their individual style and pattern 
departments. 

“The integration move,” Edgar E. 
Rand, International president, says, 
“will enable us to provide our cus- 
tomers with all Midwest-made shoes 
and will bring the production of men’s 
and boys’ shoes under unified, central 
management control.” Further, Mr. 
Rand stated, “it will complete a 25- 
year transition of that minor part of 
our shoemaking that was in the East 
to the Middle West. The Eastern 
production facilities involved in the 
projected integration turned out about 
three and one-half per cent of Inter- 
national’s total production last year.” 

International’s tannery at Manches 
ter is not involved in the newly an- 
nounced integration program, it was 
pointed out. 

The three New Hampshire factories 
—Claremont, Newport and Lake 
Plant at Nashua, all approximately 50 
years old—are the only remaining New 
England plants still making shoes of 
those which International acquired in 
1921 through the purchase of the old 
W. H. McElwain Shoe Company. Al- 
together, some 1400 Eastern employes 
will be affected by the change. Ap- 
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proximately 600 other Eastern em- Brown Shoe Names Winners 
loyes will not be affected. 2 
z tae ote operates 64 shoe manu- Of Window Display Contest 
facturing plants and employs a total Sr. Louis—Naturalizer Division of 
of approximately 36,000 persons. It Brown Shoe Company announced the 
is the world’s largest shoe manufac- winners in its recent window display 
turing firm. contest conducted in conjunction with 
asiiciivaiiee the firm’s twenty-fifth anniversary. 
Chicago Representative Taking first place in the Department 
- Store division was The White House 
Named by Bates Shoe in San Francisco, with Kann’s, Wash- 
ington, D. C., placing second. In the 
Family Shoe Store division, Footcraft 
Shoe Store of Orlando, Fla. placed 
first; Rosenberg’s of Milwaukee, Wis., 
second. 

The contest, planned for the peak 
of the selling season, had no set rules 
as to theme or type of display. Final 
judging was done by a St. Louis or- 
ganization specializing in display. The 
aforementioned winners were recipients 
of cash awards, the two first place 
stores receiving $100 each, the second 
place winners receiving $50 each, 


Millionth Pair for Sears 


NELSONVILLE, 0.—The millionth pai: 
of shoes produced by the William 


Bates Shoe Company, Webster, Mass., Brooks Shoe Company here for Sears, 


— Bal eas jean Roebuck and Company nationwide out 
sentative in the Chicago territory. Be- lets, where they are sold under the 
fore coming to Bates, Mr. Seligman was trade name of Gold Bond shoes, was 
active in the shoe sales field in both the occasion for a celebration at the 
Germany and England. nearby Athens Country Club. 
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HAND- LASTED Penny Loafer 


For Back-to-School Volume 


“3 


Less 5% 30 Days 


AAA 5%2 to 10 A 4% to 10 
AA5 to10 B3 to 10 
C 3% to 10 


Where else will you find IN-STOCK 
a loafer of this quality to retail for less than $5.00? 


es ~-- — WITH 5 to 5/4 ounce Smooth Upper Leather 


#309 —— Red WITH Littleway Lock-stitched Nuron Soles 
#515-02- Black witH Hand-lasted, Machine Sewn Construction 
as. Sand witH Famous-for-Fit, Exclusive DAYTIMER Lasts 


For New Fall 1955 Catalog, Write to: 


| Das SHOE COMPANY, INC. 





450 Harrison Avenue, Boston 16, Mass. 
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European Shoe Producers Visit America 


Visiting Ewropean shoe manufacturers shown looking over some examples of the 
American product at an Illinois plant of the International Shoe Company. 


JPRSEYVILLE, ILL. — European shoe 
manufacturing executives on a three- 
week tour of America’s footwear manu- 
facturing facilities recently inspected 
production methods at International 
Shoe Company’s Jerseyville, Ill., plant. 

Left to right are Louis Majewski, 
plant superintendent; H. Kitzmantel, 
owner, Schuhfabrik Kitzmantel, Vorch- 
dorf, Austria; M. Verwey, assistant to 
general manager, Sift Schoenfabrieken, 
Niejmegen, Holland; Franz Ramel, 
general manager, Walder & Co., A. G., 
Bruettisellen, Switzerland; F. H. Bies- 
sels, director, Swift Schoenfabrieken; 
Hartmut Siebel, co-owner, Emil Siebel 


Schuhfabrik Tente, Rhid., Germany; 
Joachim Hielscher, general manager, 
Schuhfabrik August Wessel, Augsburg, 
Germany; Josef Glutz, co-owner, 
Schuhfabrik Strub Glutz & Cie A. G., 
Olten, Switzerland; E. van der Pol, 
general manager, Swift Schoenfabric- 
ken; Rudolph Weigl, chief correspon- 
dent, Schu-Technik, Frankfurt, Ger- 
many; Ludwig Halsgand, tour director, 
German Educational Travel Associa- 
tion, New York; and Karl Guenkel, 
general manager, Medicus Schuhfabrik 
G.m,. B. H., Nuremberg, Germany. 
The foreign executives commented on 
the high production rate of shoe fac- 


tories in this country with consistent 
high quality. They noted that if simi- 
lar high volume rates were attempted 
in their own countries, quality might 
suffer. 


Jerro Heads Polio Drive 


New YorK—John L. Jerro, president 
and treasurer of Jerro Brothers, Inc., 
40 West Twenty-seventh Street, New 
York, will serve as chairman of the 
Shoes, Slippers and Footwear Divi- 
sion in the 1955 Sister Elizabeth Kenny 
Polio Foundation fund-raising cam- 
paign. 

The goal of the Commerce and In- 
dustry campaign in Greater New York 
is $200,000 toward the overall Eastern 
Area figure of $554,000. The drive will 
begin in August. 


Knitted Fabrics Producer 
Expands with Slipper Line 


CANTON, Mass. — The Draper 
Brothers Company, pioneers in the 
manufacture of knitted fabrics, plan 
to expand their lines to include the 
slipper and glove industries. A part- 
nership consisting of Donald E. Wilson 
and Gordon H. Volean with headquar- 
ters at 10 Leonard Street, Amsterdam, 
N. Y., has been named to sell the new 
lines made by Draper. Both men have 
had many years of experience in manu- 
facturing and selling knitted fabrics. 
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Replaces Brother for Wellco 
In New England Area 


WAYNESVILLE, N. C.—George Deller- 
son has replaced his brother Jack as 
representative for Wellco Shoe Corpo- 
ration’s “Foamtread” lines of slippers 
and Summer casuals in Connecticut, 


Rhode Island, western Massachusetts 
and eastern New York State. 
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_ STORES 


Quality Brands Largest Stocks 
Lowest Prices All Price Ranges 


Our Store Planning Division Is ready 
{ to assist you in opening another store. 


Sine he! a 
MOSINGER-COHN 


ton $f Louis 3, Mo 
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FEET HURT? 


Amazing Reliet And Comfort With 
Adjustable AIRFLOW ARCH EASERS 


$4995 pinect From Factory 

Octuxe Cuboids $5.00 

A blessing for foot sufferers, Re- 

lieves weak arches, callouses, tired aching 
feet. Unexcelled cushion-comfort! Adjustable, 
soft, flexible. No metal. Order today! Give 
shoe size, width, if for man, woman or child. 
Money back guarantee if not satisfied. 

Dealer Inquiries Invited 


Children 
Stemmons Mig. Co., Box 6037 Dept. BR Kansas City, Mo. 

























GEORGE DELLERSON 


The change in personnel took place 
recently when Jack Dellerson left to 
become sales manager of General Shoe 
Corporation’s Genfoam Division. 
George Dellerson has been active in 
the family’s retail shoe operation since 
1935. 


Stetson Shoe Appoints 
Lloyd Lingel to West Coast 


SoutH WreyMouTH, Mass.—The Stet- 


son Shoe Company, Inc., announced 
the appointment of Lloyd L. Lingel 
as its representative for the West 


Coast territory 























Sales Managers Club Elects 
Seovill District Manager 


New YorK—H. David Ward, dis- 
trict sales manager of the Button and 
Fastener Division for the New York 








area of Scovill Manufacturing Com- 
pany, Waterbury, Conn., has been 
elected president of the New York 





Sales Managers Club for the 1955-56 
Club year, it was announced. 

The New York Sales Managers Club, 
the oldest professional sales club in the 
United States, was founded in 1916. 
Mr. Ward has been an active member 
of this group since 1951, and has 
served in the capacity of vice presi- 
dent for two years. 
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LLOYD L. LINGEL 


Mr. Lingel has been the men’s shoe 
buyer for Silverwood’s seven stores in 
the Los Angeles area, and brings to 


his new position a wealth of retail 
shoe experience. 
In his new capacity, Mr. Lingel 


showed the Fall line of Stetson, Ban- 
ister and Arnold shoes for men at the 
West Coast Shoe Travelers Associates 
shoe show in San Francisco. 
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| CMAND LACED 


THE ONLY MOCCASIN 
WITH BUILT-IN SUPPORT 
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GENUINE TENN-TAN 
GLOVE LEATHER 
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TURQUOISE INSOLES 

BENEDICTINE BY ce. a 
Packed 36 pairs 


to case /MMEDIATE DELIVERY 





PRICED TO SELL! 
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SiZES your cost 
Chtidvan’e Fo Bc cievcovccsetss 1.90 
Women's 4-10 195 
Men's Pet cisacusrese .. 2.50 
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Ex Tanner’s Style Analyst 
At St. Louis Shoe Market 


Sr. Louis—A recent visitor to the 
St. Louis shoe market was Ruth Kerr 
Fries, formerly style analyst with the 
Calf Leather Division, Tanner’s Coun 
cil of America and now consultant to 
a variety of shoe suppliers 

William Simpson of Amalgamated 
Leather Company, Wilmington, Del., 
also visited here to show six of that 
company’s new tannages of various 
types of kidskin and kip. He was 
joined here by Mrs, Eleanor Eisen- 
drath to give informal presentations 
to St. Louis shoe manufacturers of 
E. B. Eisendrath’s Fall calfskin 


line 
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SLIPPERS 


This popular finger-gore style in 
soft. pliable elk with buoyant 





12-iron cushion crepe sole 

retails profitably at $4.95. 

Order Now for immediate —, 

Delivery. Tan or Brown. ae 
Case runs of 12, 18, 24 and 36 pair; size 
runs 6-12. Minimum order 12 pair, 


Write tor Catalog and Price List 
HUBER stirrer co., aviston, ut. 
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Latices in Production 


AKRON, O.—The Chemical Division 
of the Goodyear Tire and Rubber Com- 
pany reported it is now producing two 
new small particle size nitrile latices. 
The latices, designated as Chemigum 
Latex 236 and 246, were designed to 
upgrade physical properties of prod- 
ucts in the leather, textile and pigment 
fields, 

Greater coverage and more intimate 
contact with individual fibers and com- 
position of materials are made possible 


with the new latices the company said. 


Average particle size of the latices is 
one-fifth that of normal size latices. 


Weinbrenner Holds Sales 
Conference at Its Factories 


MILWAUKEE—Optimism over coming 
Fall and Winter prospects and a feel- 
ing that work shoe business is “over 
the hump” pervaded the three-day sales 
conference of Albert H. Weinbrenner 
Company, which for the first time in 
history held its meetings in its three 
factories at Marshfield, Antigo and 
Merrill, Wis. Fifty-three salemen at- 
tended the conference at which John 
E. Dickinson, vice-president in charge 
of sales and advertising, presided. 

Two outstanding Weinbrenner sales- 
men were presented with honorary 
citizenships by the Merrill, Wis., mayor 
at the first night meeting. They are 
Herbert F. Struck, Grand Rapids, 
Mich., who is salesman for a part of 
Michigan, and W. C. Moss, Richmond, 
Va., representative in Virginia and 
part of North Carolina. The conference 
ended with a tour of the Weinbrenner 
Thorogood work shoe factory at 
Marshfield. 

Emphasis throughout the sessions 
was placed on the company’s job-fitted 
program, merchandising aids and closer 
relationship between retailer and man- 
ufacturer. James Dornoff, Milwaukee, 
vice-president of Pate Oil Company, 
addressed the sales force on “The Art 
of Selling.” Other speakers included 
James Davidson, Chicago, of the Du 
Pont Corporation, and A. E. Weick, 
of the Pacific Mills Lining Company. 

Mr. Dickinson explained that the 
change in locale of sales conferences 
and set-up was made because sales- 
men of shoes, to be successful in the 
competitive world today, must have a 
better knowledge of shoe manufactur- 
ing processes and new merchandising 
trends and methods. 


Firestone Building New 
Warehouse in Pennsylvania 


PHILADELPHIA—A $1,500,000 contract 
has been awarded Robert E. Lamb & 
Son, Inc., Philadelphia industrial con- 
struction firm, for the erection of a 
new warehouse at the Pottstown plant 
of Firestone Tire and Rubber Com- 
pany. 

The new building, with space for 
storing over half a million tires, will 
make it possible for Firestone to re- 
place with a single, more efficient stor- 
age and distribution center the many 
smaller warehouses scattered through- 
out Philadelphia and Camden. This 
not only will reduce the cost of han- 
dling and storing tires, but will speed 
deliveries to Firestone’s outlets 
throughout the East. 

The new warehouse, of brick and 
steel, is designed to match existing 
plant facilities. It will measure 800 
feet by 400 feet and contain over 300,- 
000 square feet of storage space. It is 
expected to be completed in November, 
1955. 
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| ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 
. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only 


| Maurice J. Markell Shoe Co., Inc. 


332 South Broadway * Yonkers, N. Y. 


by: 


Foreign Shoe Manufacturers 
Tour Weber Company Plant 


Tipton, Mo.—A group of five foreign 
shoe manufacturers on a tour of the 
United States visited Weber Shoe Com- 
pany, Inc., here. A welcome ceremony 
at the plant was sparked by Mayor 
Virgil R. Helms, who spoke prior to 
a tour of the plant. 

The manufacturers were F. H. 
Biesels, Nijmegen, Holland; Dr. M. C. 
Gasparotto, Vicenzia, Italy; Joseph 
Glutz, Olten, SO, Switzerland; H. Kitz- 
mantel, Verchdorf, Austria, and Aug- 
ust Ruehrschneck, Selbitz Ofr., Ger- 
many. 

The tour was under the auspices of 
the German Educational Travel Asso- 
ciation of New York. 





Ex Brown Shoe Man Heads 
Styling for Trimfoot Company 


Percy W. Fuson, newly elected vice-pres- 
ident of Trimfoot Shoe Company in 
charge of styling and allied equipment. 
Before joining the Farmington, Mo., firm, 
Mr. Fuson was associated with Brown 
Shoe Company for 14 years. 
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SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 





18—LIVE WIRE SALESMEN WANTED 


Nationally advertised Royal Cadet Boys’ Goodyear Welts retailing at 
$5.95, over 40 styles always in-stock desires resident salesmen to cover 
the surrounding 150 mile marketing area of the following cities: 


1. BALTIMORE, MD. 10. DENVER 

. BUFFALO-SYRACUSE 11, CALLAS 

- CLEVELAND-COLUMBUS 12, LITTLE ROCK 

. INDIANAPOLIS 13. DETROIT 

5. ST. LOUIS, MO. 14, MINNEAPOLIS-ST. PAUL 
6. KANSAS CITY, MO. 15. OMAHA, NEB. 

7. NEW ORLEANS, LA. 16. SALT LAKE CITY, UTAH 
8. COLUMBIA, SO. CAR. 17, TULSA, OKLA. 

9. DES MOINES 18, LOUISVILLE 


Please give all details in first letter. No objection to side line. 
Att.: Peter Laganas 
ROYAL CADET DIVISION, CHRIS LAGANAS SHOE CO. 


JACKSON STREET, LOWELL, MASS. 

















SALESMEN WANTED 


Eastern maker of fast-moving, popular-priced Juvenile and Boys’ Stitchdown 
Cowboy Boots has opening for qualified salesmen in North and South Dakota, 
Nebraska, Kansas, Oklahoma, Minnesota, lowa, Missouri, Arkansas, Louisiana, 
Mississippi and Wisconsin—also some choice Eastern territories open. Unusual 
opportunity with a growing company. Factory in-stock. Non-competitive lines 
permitted. Commission 6%. Write immediately, stating age, experience, lines 
now carried, references. Name your choice of territory. Our present sales force 
knows about this ad. 


Quinn & Delbert Boot Mfg. Co. 


Springhill Ave., Marlboro, Mass. 








* SALESMEN * 


TO TRAVEL WITH ESTABLISHED LINE OF 
FACTORY IN-STOCK WOMEN'S DRESS AND 
EVENING SHOES—$8.95 RETAIL. NON-CON- 
FLICTING LINE O.K.—COMMISSION BASIS. 
TERRITORY CAN BE ARRANGED TO SUIT 
THE RIGHT MAN. MUST 8E PRESENTLY 
TRAVELING TERRITORY AND HAVE RETAIL- 
ER-DEPT. STORE FOLLOWING. STATE AGE, 
REFERENCES; EXPERIENCE, PRESENT CON- 
NECTION, ETC. REPLIES CONFIDENTIAL. 


GA. & FLA. — ALA. LA. MISS. & ARK, 
MICH. — WISC, MINN. DAKOTAS 
IOWA NEBR. MO. SO. ILL—KAN. & OKLA. 


HANNAHSONS SHOE CO. "Ayeay"* 








Traveling Shoe Salesman 


WANTED 


to call on Department, Retail, and Chain 
Stores in Texas—Complete Line In-Stock 
and Make up Men's Dress, Service and 
Sport Shoes. Commission basis. May be 
carried with non-conflicting Line. Write 
giving complete information and expe- 
rience. 


KNIPE BROS., INC. 


Ward Hill, Massachusetts 











PPORTUNITY FOR EXPERIENCED 

SALESMEN only to handle low-priced line 
of men’s dress and workshoes. No objection to 
sideline. Territories open; Georgia, Florida, Vir 
ginia, Alabama, Texas, Oklahoma, Arkansas, 
Tennessee, Kentucky. Address #259, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N 





SALES REPRESENTATIVES 


VALUABLE OPENINGS IN SOUTHEASTERN AND SOUTHWESTERN STATES 
Nationally advertised—popularly priced—quality genuine Goodyear welt juve- 
nile line; infants’, children’s, misses’, growing girls’. Can sell with non-conflicting 
lines. Highly respected company with over 60 years background. Write fully 
Replies confidential. LIBERAL COMMISSION. 


W. L. KREIDER'S SONS MFG. CO. 
manutacturers of "RUGGIES" & "FOOT-TRAITS"” 
Harrison & Arch Streets, Palmyra, Pa. 











SALESMEN WANTED 
CHILDREN’S WELTS 


Desirable territories in Eastern U.S. available 
for top-bracket salesmen. Liberal Commission. 
Nationally Advertised Brand of infants’, 
Children’s and Growing Girls’ Lines include 
POLLYANNAS, FAMOUS FIVES, CULVER 
CUBS, PED-I-CARE, CUSHION MOCCS, etc 


D, Felser, Sales Manager 


FOOTWEAR, INC, 


612 Marbridge Bidg.. 47 West 4th &., W.¥.C 
Wi8C, 7-6146 

















CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words. $3.60. When a box number is desired, addressed to any of our offices. 12 words must be added for this 
and charged at the word rate. If advertiser's own name and address is used, count each word (street number is one word) 
at word rate, Classified advertising is payable in advance. Send check or money order with your copy. No accounts are 


opened for classified advertising except for regular advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inch. 


{a Advertisements for this page must be in our New York Office 15 days preceding publication date “G} 
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SALESMEN WANTED 


SALESMEN WANTED 





RETAIL TRAINING 





LINE INFANTS’ AND CHILDREN’S pre 

welts and compo shoes, attractive line with 
stock department. Address #247, care Boot & 
owe 100 East 42nd Street, New York 








YoungShoeMan 


with keen style sense to assist 
in styling and promoting a na- 
tionally advertised line of casual 
shoes. Excellent opportunity for 
right man. Give full particulars. 
_— will be treated confiden- 
tial. 


Address Box 234, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, WN. Y. 











ALESMAN to take on line of men’s shoes. 

A quality line, highly competitive in cost. We 
are a well established company and prefer some- 
one already established with a omen's and 
Children's line, Write, giving qualifications and 
territory you now cover, Address #231 
Boot & Shoe Recorder, 100 Kast 42nd Street, 
New York 17, Y. 








ACTIVE SALESMEN WANTED 


Manufacturer instock popular priced Genuine Good- 
year Welt men's dress and work shoes; $4.00 and 
$5.00 retaller Goodyear sewn boys’ and men’s dress 
and work shoes; to represent Minnesota, Wisconsin, 
Missouri, Ne>raska, Kansas, Pennsylvania, West 
Virginia, Kentucky, Tennessee, Mississippi, Ale- 
bama, Louisiana, Texas, California 

Address Gok 256, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 











SHOE SALESMEN: Nationally advertised 
brand names women's high fashioned, me- 
dium and low heels. Box No, 254, Boot & Shoe 
Recorder, 1221 Locust St., St. Louis, Mo. 


SALESMEN WANTED for advertised fine 
line of soft sole Baby shoes, Ideal side line, 
Attractive commission ‘rite for available terri- 
tories now, for increased production, State refer- 
ence and details in first letter. Address #213, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y 


EW NOVELTY ITEM Sell on sight. 

Traveler's plastic shoe bags. Commission, 

Tust-Rite Glove, 24 East 28th Street, New York 
City 


SALESMEN OPPORTUNITY 


Leading children’s shoe manufacturer has several 
territories available. Popular priced complete line 
with large in-stock department. Line well estab- 
lished and backed up by sales promotion: can be 
handled with non-conflicting line. WESTERN 
MARYLAND SHOE COMPANY, Westminster, 
Maryland. 














§ ALESMEN WANTED. Territory Iowa and 
Nebraska, Infants’ & Children’ Pre-Welts 
and Cement Shoes. The Kepner-Scott Shoe Co., 
Orwigsburg, Pa. 





RE YOU AGGRESSIVE? Can you call on 

notions, departments and shoe stores? Are 
you established in your area? We are & Na 
tionally known manufacturer of women’s plastic 
rain boots with open territory in the states of 
California, Washington, Oregon. Liberal com- 
missions, Product backed with national adver- 
tising. No objection to a non-competitive line 
Give full details in first letter, including name, 
experience, lines previously carried, length of 
time on this territory, business and character. 
Address #257, care Root & Shoe Recorder, 100 
East 42nd Street, New York 17, N. 


120 








ULL-TIME COMMISSION SALESMAN 

wanted for established territory to carry 
complete in-stock factory connected infants and 
children’s shoes, growing girls’ saddles, loafers, 
flatties. Retail from $2.95 to $6.95. Territory 
Ohio and Eastern Michigan. Only experienced 
men willing to work on full-time commission 
basis need apply. Highland Shoe Co., Akron, 
Pennsylvania. 





ular-priced 
‘ shoes. No 
itive sideline, Territories 


WANTED: Qualified men to sell 

line of men’s dress and wor! 
objection to non-com 
open: Michigan, Illinois, Indiana, Ohio, 
braska, Kansas, Missouri, California, Rocky 
Mountain States. Address #263, care Boot & 
one ey 100 East 42nd Street, New 
ork 1 





SIDE LINE SALESMAN WTD. 


HELANCA AND NYLON FOOT SOX (Foot 
” Protectors for Summer) Manufacturer de- 
sires side-line salesmen to carry finest foot sox 
to retail trade or wholesale trade. Exceptional 
commission. Write to Box #142, care Boot & 
omg pagorder, 100 East 42nd Street, New York 








EADING MANUFACTURER OF BOWS & 

BUCKLES to retail and/or wholesale trade 
Pocket-size samples. Best commission. Address 
#255, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





FOR SALE 


FAMIL ‘Y SHOE STORE in southern Colorado 

doing good volume with good potential. Finest 
store in town in the very best location. National 
brands. Clean stock. Low rent. Ideal climate. 
Address #238, care Boot & Skoe Recorder, 100 
East want ne Street, New York 17, N. Y. 


FAMLy SHOE STORE located in prosper- 

ous central Ohio town. Husband-wife opera- 
tion, Inventory $10,000. Down payment A ome 
be arranged, or will sell with or without 
stock, Apartment above. Owner retiring. P. O 
Box 201, Brecksville, Ohio. 











FAMIL -Y SHOE STORE in fast growing New 

Jersey community Exclusive franchise of 
nationally advertised brands of Childrens, 
Womens, and Mens. Approximate inventory 
$17,000. Sales price open. Terrific potential for 
right man. Adress #250, care Boot & Shoe Re- 
conden 100 East 42nd Street, New York 17, 


HOE FINDING HOUSE- WHOLESALE 

AND RETAIL, Established over 60 years 
in the nation’s capital. Excellent clientele of 
Department stores and exclusive shoe shops. 
Owner retiring because of age. Address #246, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 
EEL SHRINKER-VAMP RAISER 
DeCurtis-Electric, Practically new. Cost 
$140,000, Send offer, PERRY'S, 333 Wash- 
ington, Street, Boston 8, Mass. 





SHOE, STORE: downtown HER City, Mis- 

souri: high grade men’s shoe store featuring 
top branded lines. Established for many years 
Good lease with very reasonable rent. Also, if 
desired four departments in top men’s stores 
in greater Kansas City. Outstanding oppor- 
tunity. Address #251, care Boot & Shoe Re- 
wy" 100 East 42nd Street, New York 17, 


OR SAL E, 
felt shoes. 
M. Packer, 97 South Pearl Street, Albany, 

York. 


HOE STORE thirty years. Better merchan- 

dise. Owner ev Sell at Inventory. 
Northern Ohio City. Address #248, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 


” Sacrifice Price 400 pairs men's 
Felt and Leather soles $2.25 ee. 


ew 











RETAIL SALES 
TRAINING PROGRAM 


Internationally-known firm, leader in the 
foot comfort field, seeking ambitious 
young men interested in a retail service 
career. Previous shoe experience helpful 
but not essential. Unusual advancement 
opportunities within the organization which 
can eventually lead to the ownership, 
with company assistance, of your own 
business. This is an opportunity that war- 
rants thorough investigation. Training in 
Chicago at our expense. Must be willing 
to relocate as opportunity arises. Write 
Mr. Fraizer, Dr. Scholl's Foot Comfort 
Shops, Inc., 213 West Schiller Street, Chi- 
cago 10, Illinois. 














GIVE-AWAYS 


ASSORTED DAVY CROCKETT BOOKS— 
Items for Back to School. Free Ca’ 
Hecht Associates, 3074 Park Avenue, New York 


51, N. ¥ 








POSITIONS WANTED 


UALIFIED RETAIL MANAGER, Experi- 

enced in all phases of shoe business medium 
and better grade. Interested in management of 
department, small chain, or store. Address 
#253, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





ESPONSIBLE YOUNG MARRIED MAN 

wishes to represent manufacturers line of 
shoes. New England area. Excellent paerenee 
and references, Address #252, care Boot & S 
Recorder, 100 East 42nd Street, New York 17, 





LINE WANTED 





MANUFACTURERS’ LINE WANTED by 
ambitious road salesman for New cage. 
Age 31, veteran, college graduate, married, 
erience ten years retail and six years jaan cal 
on England road. Address #258, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





HELP WANTED 





H'‘ H GRADE LADIES’ SHOE DEPT. 
NEEDS EXPERIENCED MANAGER. 
Good appearance and personality necessary. 
Must have ability to handle all phases of opera- 
tion including fitting Orthopedic Shoes. Good 
salary, plus bonus. Southern Experience and 
Background preferred. Write giving experience, 
education, age, references, marital status, avail- 
ability. Confidential. Morris Klibanoff, The 
Bootery, Florence, Alabama. 





WANTED TO PURCHASE 


RCH Support shoes for men, women or 

children, any quantity. Will pay top prices 
Send list for quick action. Strahl Shoe Co,, 1170 
Third Ave., San Diego, Calif. 








ELL US YOUR MEN'S, WOMEN’S, AND 

CHILDREN’S SHOES because we retail 
them and will pay more. Interested in East 
Coast areas. Pert Perlmutter, Route 46, Kenvil, 
New Jersey. 


Boot and Shoe Recorder 




















WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCKS 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 














WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


ree SnOs CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 





Iveaheo . -9830 











SAM CAMITTA & SONS 






YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


95 Reade St., New York 13, N. Y. 
COrtiandt 7-6378-9 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 
Surplus Stocks ©* Closeouts ® Complete Stocks © Your Name and Brand Protected 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABL 
132 Ne. 4th St. Phite. 6, Pa. 











WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., NEW YORK 7, N. Y. 
WORTH 2-6358 


RALPH VOGEL 








CASH 
10? PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ace 
then . . . quality men’s, 
women’s and children's shoes. 


MOSINGER-COHN 


1235 Washington St. Lovis 3, Mo 

















MM CASH FOR 
GM CLOSEOUTS 


GM SURPLUS 
GMB «DISCONTINUED LINES 
GE COMPLETE STORES 


BROITMAN - GAFFIN 


146 DUANE ST..N.Y.C. 883-7290 
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Quick decision on your offers of discontinued ond 
surplus men's, women's and children's shoes. 
Also complete stores considered. 
Jobs in Fine Shoes From Fine Sources Since 1921 


79-81 Reade St. + Wew York 7, H Y. 


* Tel: WOrth 2-5180 











CLOSE OUTS 


CASH PAID FOR 
SHOE STORES 


SHORT LEASES 


B. SABIN 


101 DUANE ST. NEW YORK 7, 


Telephone WOrth 2-2615 


JOB. LOTS 
—D 


Y 
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FOR CASH 


V Quality Shoes 


from Mfgr. or Retailer 
Any Quantity . . . Any Time! 


For Quick Action, 
Write, Wire or Phone 


Ui 


V Complete Stores 
J CLOSEOUTS OR SURPLUS 






























CE 1-4898 


QUALITY SHOES SINCE 32 


CE 1-3762 


“WHILE IN TOWN SEE WEIL" 

























vormenty 


NOW LOCATED AT 
157 DUANE ST., N.Y.C., 
Telephone Rictor 2-4249 


Highest Prices Paid for 


MORRIS BAYROFF 


with M & R Shoe Co. 


Complete Stores & Closeouts 




















Buying, 


76 Reade Street 
Telephone: WOrth 2-896! 


MY HOBBY 


Bhoes 
CASH TOP PRICES 
Discontinued stocks 


HARRY HESS 


for 36 years 


New York 7, WN. Y. 
Beekman 3-767! 



















No More Worries 
No More Cares 


No More Gray 
Hairs 








LOUIS CAMITTA & SON 
READE ST., NEW YORK, W. Y, 































Buy Savings Bonds 




























SALESMEN WANTED 


Several choice territories now open for aggres- 
sive salesmen to represent new division of one 
of the largest shoe manufacturers in the world. 
Casual and slipper lines featuring foam-rubber 
soles. Proven demand for product. Write giving 
full facts regarding past experience. All replies 
will be held in strictest confidence. 


Address £260, Care BOOT AND SHOE RECORDER 
100 East 42nd Street, New York 17, W. Y. 


WITH 
TOP RETAILERS 
AND 


MOUNT JOY 





FIRST CHOICE 


eee 


D 


GEEILEES| 


ALSO MAKERS OF 


GERBERICH-PAYWNE SHOE co. 


PENNSYLVANIA 














MERCHANTS’ NEEDS 











REBUILT ADRIAN X-RAYS - 


oll oe Fe low—Terms 
REPAIRS SAVE MONEY REBUILDING 
Tubes—' ransformers—Timers—Screens. 


M. B. ADRIAN & SONS X-RAY CO. 
M2 E. Ward St. Milwaukee, Wis. 











"A, LINGER CO.! 
P.O. BOX 24102 











lV ADVERTISING 
/}! ¢ 
AC CIAL 


—here's how to get 
More Business! 


Idea Clipping 


TRE Vincent Edwards 
satisfied users. 


Service has over 2000 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands, 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 


342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special shurt 
term trial offer 
City 
Name 


Company 


LOS ANGELES 24, CAL. 








122 


| 


Price Cuts in Vinyl Resins 
Announced by Bakelite 


New York—Union Carbide and Car- 
bon Corporation, pioneer of the vinyl 
plastics industry, announced through 
its Bakelite Company Division, vinyl 
resin price reductions ranging from 9 


| to 18 per cent. 


| polymers. 


The greatest drop, from 38 cents to 
31 cents per pound, will be in the com- 
pany’s so-called non-solvent type—a 
98 per cent vinyl chloride copolymer of 
vinyl chloride-vinyl acetate, and cer- 
tain of its 100 per cent vinyl] chloride 
These resins are the base ma- 
terials for viny] film and sheeting used 
in the production of many consumer 
items. 

Emulsion polymerized vinyl chloride 
resins are reduced by 6 cents to 7 cents 
per pound, These resins are widely used 


| in vinyl dispersions which are used in 
coating fabrics and for molding of rain 





boots. 


C. W. Blount, vice-president in 


| charge of sales of Bakelite Company, 


said the most important factor in the 
price reductions is market expansion. 
Industry use of vinyl resins over the 


past 20 years, he added, has grown from 
an inconsequential 2,500,000 pounds per 


year to an_ estimated 410,000,000 


pounds in 1954. 


Husband and Wife Team 
Scouting Europe for Ideas 


Cuicaco — Herbert Faybert, presi- 
dent of Herbert Faybert Manufactur- 
ing Company here, left for a four- 
week tour of Europe July 1 accom- 
panied by Mrs. Faybert. This is the 
third annual trip for the husband-and- 
wife team in search of new inspiration 
and materials for their shoe trimming 
firm. Their itinerary includes London, 
Paris, Nice, Rome and Florence. 

The firm the Faybert’s head special- 
izes in shoe trimmings, ornaments and 
fancy heels. While in Europe they will 


| concentrate attention on imported or- 


naments and applique treatments for 
children’s shoes as well as flat and 
high-heeled women’s footwear. 


Brown Representing Two 
Mercury Lines in Tennessee 


R. S$. Brown, Jr., was named Mercury 

Shoe Company's Tennessee representa- 

tive for its children's line, "Little Debs," 

and its high-heeled line, “Silhouettes,” 

according to Jack Altman. Mr. Brown 

will make his headquarters in Nashville, 
Tennessee. 





Deplores Poor Selection 
In British Women’s Shoes 


LONDON—In was 


over 


a statement that 
publicized in newspapers all 

Britain, J. L. Hanly, retiring president 
of England’s Footwear Manufacture: 

Federation, stated that seven out of ten 
women wear shoes that are a disgrace 
instead of being a compliment to the 
otherwise good taste they show in 
selecting the rest of their clothes. 

Mr. Hanly stressed the problem isn’t 
one of lack of shoes available for al! 
costumes and occasions, but rather that 
many women tend to be careless in 
selecting shoes so that there is little 
coordination between footwear and cos- 
tume. Also, many women permit their 
shoes to become actually shabby. 
“Therefore,” he said, “the faulty 
selection of shoes easily ruins all the 
efforts of women to appear well-dressed 
from top to toe.” 

Mr. Hanly’s comments reached mil- 
lions of British women, through the 
press, and brought heavy mail response 
pro and con. 


Boot and Shoe Recorder 
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Cavy says: 
“We've a 

brand new 
SALES BOOSTER 
for you!"’ 


CAVALIER 


in 


Now, 


care 


SUEDE 
SPRAY 


Aerosol Container 


from Cavalier leather 
experts, comes the finest 


quality Suede Restorer in an 


easy 


-to-apply spray container. 


FOR EVERYTHING IN SUEDE 
Check these fine features 


6 


P.S. 


refreshes nap 
enriches color 
dissolves grease 
repels water 

dries quickly 

neutral shade for all 
colors except white 
non-inflammable 


ounce can $1 retail 


Be sure to check your 


stock of CAVALIER SUEDE 
DRESSINGS in black and 18 


popular colors. 25« 


> and 50c. 


Order from your wholesaler or 


A Generation of Serving 
the Shoe Trades Exclusively 


Baltimore 30, Maryland 


CAVALIER DRESSINGS 


ore advertised in Bia 




















Shoe manufacturers rely on’ Celastic” to reproduce 


the fine toe character of the last and to provide 
wrinkle-free toe comfort for the life of the shoe. 


Coton od webemat of the Colate Copeonen 


uniTrEeD SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 








GMking away wih honors 


Mandarin Calf — a superb Gallun tannage 
that adds distinction and helps sell your shoes 


Wren he has an eye for unmistakable 


quality . . . when he knows and appreciates 
fine leather . . . then Gallun’s Mandarin Calf 
is his obvious choice. Truly, this aristocratic 
leather always reflects elegance and good 
taste with its soft, supple feel; its deep, mel 
low color; its flawless finish. It's the final 


touch toward a smart appearance 


A man’s leather through and through 
Mandarin Calf is created expressly for a 
clientele that gets pride and satisfaction in 
owning only the finest. That's why, to attract 
and keep such customers, it $ always good 
business to order Gallun numbers from your 
leading suppliers. A. F. Gallun & 
Milwaukee, 


Sons Cor 


oration, Tanners Wisconsin 


Mandarin Lat 


OTHER FAMOUS GALLUN TANNAGES 


NORMANDIE CALI 
CRETAN CALF 


/ NORWEGIAN CALP 














Kindly turn back the clock 
while I order my stock! 








STRIDE Rive 


SHOE 


